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pan-European satellite television channel, and on the West German 
Channel 2^ (or ZDF) are analyzed in this report. The study suinma'rizes 
an investigation of the econ^omic consequences of transborder 
television advertising in Euro)pe and the consequences for consbmers 
if television advertising grows or is introduced into a country 
where, previously; no television advertising has been premitted. 
Included are; a description of the Sky Channel and the viewing of 
West German televisioti commercials in Denmark, a documentation and 
description of the kind and amount of, advertising on, Sky Channel for 
three mohths and on ZDF for one week in 1^34, and an analysis of the 
, information content of the commercials. Additional details are 
provided on the history, audience, and programming of Sky Channel; 
the basic- structure of West German television and the fundamental 
rules for West German television advertising; the study methodology; 
.a;nd the concern thiat transborder television advertising may cause a 
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j^ompfetitive disadvantage for local or national brands that 
afford satellite or neighbor^:ountry advertising. The codi 
used for the content analysis is included. (LMM) 



cannot 
ng scheme 



r 



* Reproductions supplied by EDRS are the best that can b'e made *. 

* " from the original document. *' 



//'y - Skliftaerie Zi nr. 14 




COMMERCIAL TRANSNATIONAL AND NEIGHBOUR COUNTRfY 
TV lEJ EUROPE. ECONOMIC CONSEQUENCES AND CONSUMER 
PERSPECTIVES 



CASflt SKY CHANNEL AND WEST GERMAN TV. FROM -A 
DANISH PERSPECTIVE \ 



Preben S^pstrup 



THYK UUA 




103084' 



/ 1985 : 



S8tellit6 Televiaion, London hes \kindly submitted the ' 
neaesaary background matarial and topes wiHh the CQmmqrT 
Indole . * \ ' > ' 

Ms, Mariana Olander has analysed the oonynercial 8 from 

t ' • ' 

\ 

Ms* Jane Solvsten has produced the. ma^nu script. 



The Aarhus School of^usiness\E'^^c>ii^ 
M^as financed all expenses* ' ^ 



inicg and Modern Languagg^.\ 



Graduate students Poul Taarup and Vritfe Thomsen haVgj;'; oideq^, 
taped the ZDF commerci&lst 



1- 



■7. 



. ■■'.\v-i 



^ERIC 



4.' 



M 



A LIST or CONTCNT 

r/ - * 



F^age 

1 PURPOSE . , . 1 

2. METHdD , . , . , t ^ 

3. ' SATCLllITE 1 E L j/v I S I ON ' S SKV CHANNEL 9 

3.1. History,/ background, audience . ; 9 

.3.2. Advorti/iing on. Sky Channel . .• a...'... 9, 

3.3- The audio Qco- 2 5 

/ . - V » 

A. WLST GLRMAfj TPLLVJSION IN -DENMAPK - 19 

/ ' ^ 

1* / - - . 

5. wbHTr iciND nr adver-tising .and kow much? - 2'> 

5.1. Sky utianhel, prinj^o 1'98A .... l" ...... ^ 25 - 



5.2. West /German channel 2 , ZDT , April 9: - 14. 
1984 " 



27 



f . ■ 

6. THE COMPLTITION ARGUMENT 32 

^6-1. 'All sectors of the consu'riier goods industry ' 

•'are not aPrected in the-vsame way 32 

6.2- The* kind oT products advertised -on TV ^'33 

6.'3* The ratio of international brands 3Z| 

6.4. The amount ^of advertising ^^.applied 37 

6.5. The^ amount of advertising received 39" 

6.5.1. The legal situation 39 

6.5.2. Homes connected to cable* * 4t)-«' 

6.5.3. ^ The need for more TV /\0 

6 . 5 ,.4 . Exposure to commercials 40 

6.'6. Case: Danish, viewing of West German ^tV .... 44 

6.7. Sumtnary and conclusion 45 

' * * i > 

7 /TV ADVERTISir^G AND THE VoNSUMER ^ 48 

7.1. Spoil length 1 ).^. , 48 

7.2. " Language and understanding ,/.. .'^ , . . ♦ . 4 9 



ERIC ' . ^ . 5 . 



1. 



. tIST''or CONTENT, cont. 



f 



\ 



7.3. The, information contenl of TV acJvertising 

■ '7'.'3.l'. -SKy C'hannel * . . 

• 7 . 3 ; 'T: Sl<y Chanoeil versus 2Dr , 

7.4. Comparison with other v^tudles 

, 7*4*1. TV advertising 



♦ 7,4.2. Prin^ advertising 1 

7,5* Discussion and concl^usion ^\ ... _ 

i3. Nummary and conci usions 

' • f . 

ANNFXrS 

< '■ ' 

Rf rCRfNCtS . . / '. .V. 

Jl \ ' ' * ' * ' » 



> 



/ 

/ 



\ 



I 

TABLES 

* 

i 



Table 1: Sky Channel net work gymmary: 5.5.B4 . 



*0 



Table 2: Top 6 advertisers on Sky; Channel , first 
four months, 1^3 /. 

^Table 3: Sky Channel reach in Oslo and Helsinki, 
ect^ber 1983 



Table 4: West Germah programmes seen by more^han 10 
of Danish viewers able to do so 



Table 5: Sky Channel commercials in February, March, 
and April (week 5-17^ 1984 < 



table 6: Amount and kind o f ^adv^r t ising on Sky 
\ Channel in February,., Marc h^ and April 
1984 according to the product classl- 
fication used in the (\oding scheme 



Table 7: Amount and kind of advertising on ZDF , 

week 1^, 1984, according to the product, 
classification used in the coding scheme 



Table 8: Product^categorie * s shar^ of household 
budgets and share of corpmercial time on 
ZDF-^and Sky Channel 



Table 9: Number of brands in product categories 
advertised on ZDF in week 15 and sold 
, in Denmark 

^ ... 

Table 10: Spot lehgth. Sky Channel, February, March, 
and April 1984 



TableMl: Language of commercials. Sky Channel 
February, March, and April 198^ 



\ 



\ 

h 

TABLES, conf • - 

* 

Page 

* ^ 

Table 12: *'Dt)es' tKe undersffanding of the commox^cial 
depend on the understanding of the written 
' or spoken language? 50 

Table l5: Th e information content of TV advertisinq. 

Sky Channel, February, 'March, and April 
*^9.84, ZDfi week 15, 1984 i.: 53 

Table 14: Tho-inf ormat ion content of TV advertising 
^r'^for five product categories. ZDF, week 15, 
. ' 1984 ; - • 55 • 

Table 15: Share of spiDts for different product 

categories with five information cues* 

ZDF, week 15, i984 .— '\ 56 

Table 16:. Share of spots with five information cuss, '' ^ 
^ ^kv Channel, February, March, and April 

l/84- ZDF week 15, 1984 , 58 

f 

Table 17: Information content in TV advertising 

and print ad^vertising 6 3, 

K 



ERIC 



8 



FIGURES 



Channel , Spr 



Fig.ure It^Genyeric programme sphedule for Sky 



ing 198^ 



Ffgure 2: S 



IVell i te 



The advertj^sinq me'di'um 
Figure 3: Progra.mme advert i^sment Ton S\fy Channel 



Figure 4; The international selling' of Sky Channel 



( 



FigOre 5v The exposure of DaneS^to i programme^ 

\ ^ around commercials In We^t German TV, 

Channel 1 , - 

Figure 6: The exposure of Ofines to programmes around 
commercials in West German TV, channel' 2 



ANNCXCS ^ V 



f 



Annex 1: Coding scheme 

An-nex 2: Instruction for coding. of TV commercials 

J < ^ 

A,nnox 3: Transmission log for Sky Channel, week 17, 
^ 1903 



\ 



Annex A: S-k.y Ch^innel rate' card \ ........ . 

Annex* 5: Sky Ch anne 1 , comme r c i al s in February,' Mafrch 
and April 1984 > , . / 

Annex 6: Classification of advertised brands on* Sky 
Channel, febr.uary, March, and April 1984, 
cf. item 5'in jL^e coding scheme \. 



Annex\7: Product catego^^i es share of TV advertisin 
Sky Channel 1983 and 1984, ITV and Chann^el 
Four . 1983., ZDF and. NDR 1983, and ZDF 1984 

Anne^ 8: ZDF : - Gomme r c i a 1 s in wee,k 15, 1984, Brand, 

C^p r o d u ct category, repetition, spot lenght 



\ 



. .1 * PURPOSC . * " . • - 

For many years the citizens of neig'hbour countries in Curop^e 
\- h^ive watched e^ach oJ:her*8 TV- The traffic has' been predominont 1 y 
^ one-way, especialT^y betvyeen Weat GexmoiV^ and its small neighbour 
countries: Austria^ Belgium, the Netherlands and Switzerland, 
And froft Trance to Belgium/ Luxemburg, and Swi t zer 1 a^nct.. 
TKe hid)h percentage of hOoies connected to cable in th,o small 
countrio/S is motivated m*ainly ;by the^desire for a more divert 
^ sified supply .of TV than the^ one or two channels supplied^by' 
th« national broa^cayt u th o r i t i es . (See ELC, 1983 and 1984 
for details on the broadca^st and cable si'|^uotion in tlij^rope-) 

Y ' • 



For the same number of years rpany politician? and commentaters 
in the ^mall countries - Denmark not the least - have worried 
about the cultural influence and ttio influence on the national 
language from especially West German television. And during the 
Inst few years - wl^en i^vtensive cabling has given 1/3 of the 
Danislvj, TtV-hgrnes the' technical possibility of watching West 
German television - it has be%n di^scussed whettier the commer- 
cials in West German tele\?ision influence the Danisti consum^ers 
to a' degr.ee thgit gives brands advertised in West German .tel e-"^ 
vision a competitive advantage compared witti their Danish 
counterparts. • " ' . / 

There is no T V -a,d v e r*t i s i ng in Denmark, I rf late the major- 

ity of the p^liament wanted matters to stay thajt way. Does 
the reCeption\)f WestH^erman TV in this s i tUat ion 'lead to^ 
unfair competition. between those manufacturers and filers of^ 
br^oQfe.d ^consumer goods' in Denm^ark -who can take advantage of 
their advertising *^in West German telei/dsioh and those who' , , : 
cannot?', ' -U , 

Since th.e first plans for T V-- s a t e 1 1 i t efe (i.e. high power 
Satellites or Direct Broadcasting' -Satellites pr^DQS^s*) were 
published, there has been a parallel ongoing discussion in 
all European countries, small and large. To 'this discussion 
has be.en added a fear for the. economic foundation of the 
advertising supported-national t^r.oadcast institutions except 
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in Belgium and the Scandinavian countrioQ Where there ia no 
odvertiafnq'onTV. ' «* 

Tho same discussion has of course taken place around the • 
communication eatellites (i.e. low power satellites or fixed 
service "aatelli t>e8 or FSSs') since Eutelaat independent of 
the European governments - in June 1983 made. the decision to 
rent the transponders on the ECS-satellites to national and 
•transnational corporations. 

The DBSa' 6re not up yet,' but the queatiohs concerning the 
communications s a t o 1 1 i t e ar e very real and as -present for a^ 
Curopean countries as *^^e questions about neigh^ur country 
television have been f.or some countries for years. In thb sum 
mer of l''98A one transponder was used by a Frelnch language,, 
non-profit channel, and one was used by the transnational, 
M4rdoc^>r^wned "Satellite Te:^evi8ion ( broadc^asting "Sky. Channe 
with the dedicated pxjrpose of profiting from cross border 
advertisersupportedT\/.> 

Eight- more channels transmitted by the ECS-1 were planned to^ 
start in 19B4. Other satellites will, extend the transponder 
capacity 42 by the end of 1985 (EEC 1983 , ^Chaplin 1983 ) 

pie cultural effects of foreign national- and 't ransn^^onal " 
television are. beyond the scope of this study, themaih pur- 
pose of which id to furnish some facta to the - very often 
emotional - discussion of "the economic consequences from the 
expected spread in Europe of commero^ial TV and 'TV-commerc^ial 
from the national sphere to the international. 
This expepted development has an extra dimension in Belgium,j 
Denmark, Norway, .and ^weden since it is used as an^rgtimfent 
for introd\icing advertising on the national TV-dhannels in 
those countries. , , 

In this study the economic consequences are looked into. in 
two ways, "*!) B^ illumii\ating the .argument about ^unfair com- 
petition as descfibed abov^. And 2) by in/estigating the 
consequences for the-citl?ens in their roles as consumers of 
goods and services if TV-advertising grows or is introduced 
for the first time-. Denmark is* here used as a kind of case 
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situation. But hppef.ully the study as a whole is also of inter 
nationel relevance. . . * 

The study analyses the commercials on the first pan u 1:^0 p e an 
sateTlite television ci^annel, The Sky -Channel, in'rebriiary, 
March/ and April 1984, and the comme|rc i a 1 s: on the West German 
channel 2 or ZDF^. . ^ ' ' ' ' 

The means of the study are Ijya description of the Sky Channel 
and the v/iewing of We st German T\/~commercials ,in Denmark. 
^2) a registration and de^scription of the kind and gm^ount of 
advertising on Sky Channel and ZDF for three months and one 
week, r e s^(t) ec t i ve 1 y . And 3) an analysis of the information 
contentofttiecommercials. ' ^. ^ 

Fq?^ teqhnical and legal reasons Sky Channel cound ^ot be taped 
in Denmark in the beginning of 1 984 . Sa t e 1 1 i t e Television of 
London has kindly edited tapes with the commerciala^forthree 
months aod put them, to disposal for this study - and has 
helped with other material as well. The commercials from ZDF 
ha ve been taped from'a cable net in Arhus, Denmark. v 

The scope^ meth^ods, and material of this study could of course 
be extended a lo,t -further. The cultural dimension of the 
internationalization of TV in Fui;^ope are not included. Neither 
are the consequences for programming of the reliance on 

advertising incomes. The economic dimensions are only illus- 

' <* 

trated in a limited way. And the problems of international 
regulatipn are not touched upon. 

A main reason for the set up of this study has been to pub- 
lish ^the rqsults in time to have more than academic interest. 
It was designed 'tcr* be a modest neutral contribution of facts 
to the often, heatecj, discussions among politicians, consumer 
u n i_o n s, advertisers, and advertising agencies about TV - commer- 
cials, reception of satellites, and neighbour ^country signals. 
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2. METHOD 
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commercials on Satellite Televisions ' s Sky ChannelMn fe- 
bru-ary?? March, and April, '1984 and all commercials on the 
West German channel 2, ZDF , An week' 1'5. (April 9-14, 1984) 
constitute the empirical basis of the study. I,t is not en 
investigation of & sample, representing a larger population, 
but in principle a "total" description o f ^ a limited popula- 
tion. . " ^ 

Despite this^ methodological approach it is of course" inter- 
esting to what extent -the descr'ipt io ns of the three months ^ ^ 
and the one week,' respectively, qre valid beyond those . \ 
periods. J 

The main reason for not establishing a representative sample 
of the population (commercials on Sky Channel and ZDF) - in 
the traditio.nal meaning of the words - is that this popula- • 
•tion changes rapidly over time. This is mgr^ so for ^ky 
Channel than for ZDF. Therefore the study of(zDF - other 
things b^eing equal - is probably repr esentat »vKo f a larger 
period around the time of the study than is the sVudy of Sky 
Channel. Some parameters of the study have a higher external 
validity outside the periods under obse-rvation .than others . 
This will 'be' discussed in later chapiters. 

All commercials on the two broadcast stations have been con- 
tent analysed by using the coding scheme in annex 1. The 
instructions for the coding - and thereby the definitions 
of the dimensipns or cues which are included .in-^^he content 
analyses - are found in annex 2. » ' . 

For discussions of the methodological questions and problems 
related to content analyses- s'ee Kassarjian 1977 , Lucki and 
Pollay 1981, Gottschalk 1981, Pollay 1983 and Sepstrup 1980, 
The latter also in details discusses the methodology applied 
in this siudy, which is a methodological replica of the 
studies reported in Sepstrup 1980 and 1981. The variables ^ 
used in 'this study are a sample of the variables used iri ^ 
thoseearlierstudies. - ' ^ ^ 
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The coding or registration of the dimensions ralev^U \o 
the purpose of the 'study was dcme through questions answered 
by ccTders given the chgice of answering ''yes", "no'* or 
"uncertain'' (see annex 1). ' ^ 

All questions used in the coding procedure have beep tested 
earlier in a study on sex .roles in advertising (Sepstrup 1980) 
and in a study on informatidn content in print ^advertising 
'(Sepi5trup 1981). As the object of the analysis here is TV-adve 
tisj^Yg snd.not print ads, a pilot tqst was conducte'd to check 
whether changes were necessary in the coding prWedure duo to 
the change of object. This was not the case. (CfV »tern and 
Resnik 1977. and Ster.n, Krugmarrand Resnik 1981.1hese studies 
also use the same coding procedure, see 7 A . ) 
The pilot test lead to a decisions to analyse picture and 
sound together as is also done in all studies referred to in 
7.4. (Pj^cture and text were analysed separately in Sep- 
strup 1980 and 1981 . )^ This means that a "yes",, e.g. to the | 
presence of an Inf ormat i on ^eue is i;eqistercd whether the' 
information is sung, visualized or written on the 
screen . * , 

The author coded the Sky Channel commercials. Ono of the five 
coders from the earlier studies of 4,237 print ad v e r t i smen t s 
was born German and did the j^oding of the ZDf commer- 
cials. 

All questions in the coding scheme were reliability tested 
in the earlier studies except th,e ones included from Stern 
and Resnik fl977 (se later). The procedure and reliability 
coefficients for the information cu6s are Found in Sepstrup 
19firr. With very few exceptions they are close to one. The 
probl-lyn of reliability is further discu^ed in'Sepstrup 
1980. . ^ ^ 

The two *c>oders involved^ i^ere both very well trained a priori. 
All dimensions coded are very simple to decide on -'warnings 
are given when this is not the casfe- and the few cues added 
from the Resnik and Stern" study turned out not to be a^ pro- 
blem* Af ter a^ sh'or t period of retraining it was therefore 
decided that a renewed reliability test would be of formal 
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\}%i\jQ only - and waa therefore not caTried out. 
The Sky Channel commercials were coded twice with exactly 
the same results. and the author has compared every ZDP coding 
scheme with -the corresponding cQmmercial. This lead tq very 
few 'corrections , and almost exclusively concentrated on pro- 
duct classification and a few corrections from "yes/no^' to 
"uncertain" and the ottier way around. 

The normal pro''cedure in content Analyses of advertisements 
is to build ^ sample from the peculation of diffe|Vent comm'er- 
cials. By omitting duplicates each advertisement is only 
analysed once. The results are calculated- on this sample of. 
different advert isements . 'ihis is th^ procedure in all content 
analyses of T V-adverta.^ing referj^ed to in -thiis study (see ^ - 

7,4.) and in the manyrst'ti-tliei^.^f^ especially .sax roles 

published during th^ last yqars "( see e . g . Andren an-d^Nowak 

-1978 and 1-981 and Courtney and Whipple 1983). 
The procedure described above- could be called content analy- 
sis frim the point of view of production . Each commercial has ^ 
the sJne weight irrespective of the commercial being shown 1 
or lofc times or the ad appearing in a magazine with a sma^l 
■ or larg^ circulation. This dominating procedure in advertis- 
ing content analysis makes s'ence -in some ways, but neglects / 

• the content of the total afivount of advertisiTtg a^ such, 
disseminated to the consumers This "total amount" depends 
on the content of the individual advertisements - which is 
registered .according to the production prirtciple - but also • 
on the'number of times' an advertisements appears and on the 
circulation "of the medium in which it appears. A content 
analysiV which encompasses this could be called content ^ 
analysis from th^ point of- view of exposure , and may give ^ 

ymore f a i r j u dgemen t , e.g. of the information content or kind 
and amount of sex role socializat-ion disseminated by adver- 
tising as such . 

Sepstrup 1984] and 1981 demonstrate how to build a represen- 
tative sample of print advertising for content analysis based 
on the axposure principle.- In this study the results of the 
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content ona j|y sl^^are -calcu-lated accojijing to h.o fih'bttie prodUc- ^ 
bion and thoj oxposure principles. The production principle 
is used to mkl^o the rtisults comparable with the international 
literature." rhe reaults are »'Iso ' calculated^ acco rdji rig. to the 
exposure principle becaua/ i t is the best way to Lse oontent 
analyjiis toytellj tll^liat /is/communic^at.ed by .adv'e r 1 1 s ilig^^K^ a 
whole - or a(v'le£^at b/e^ause it produces anotherTmBfe- 1 ant 
picture. 

In. this s^tud^ it is- iVeit'her possible nor- necessary to incor- 
porate the ci|j^culati6n variable. But the number times a 
commercial, -^rtpear.s influences the r epo r t e d • r e su 1 1 s when cal- 
culated ecc;4rding to the exposure principle because a'commer- 
cial is analysed each Jime it appears ( o-r the content^ vari- » 
ables are weighted with the number of appeareances ) . 
Tablf^ 17 il'lustrabes that the two principles may produce 
di fferenf results'. In this caqe the total amount of advRrtis- 
inq on Sky Channel shows a"mc^re informative picturq than 
wlion.just analysing eafth comme.r c i a 1 . , T he d i f f e r e n ces are 
small on ZDF because there i S * r e 1 a t i ve 1 y little repetition 
dur|,rrg a week due to the organization of West Germ^an 'kv-r- 
advertising. 



Content analysis cannot predict effects. Neither do th'e re- 
sults about information content describe the effective or 
factual 1 n format i veness of the commercials as per^feived by 
viewers. Ihn content analysis rather measures their maximum 
potential of information - given the veracity of the infor- 
mation. 

The. viewers may not read, see or hear all information, cues , 
they may not comprehend all that, is perceived,, they may not 
believe all that is comprehended, a|id they may not remember 
al 1 .that • i s ' be 1 i e ved . Obvious 'exampjles are company hames 
exposed in small print for a few seconds or informatibn 
printed oh the package shown .in the picture. Such details are 
regis tared in a content analysis, bwt pnobably not by most 
viewers. It -is therefore most likely that a detai'led content 
analysis - with the possibility of a frame by frame analysis - 
overestimates the perceived in f or ma t i veness . 
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As a consequence of the purpos^ of this study it may be per- 
ceived as^part of th-e methodology to cqncentrete on the 
basic factJ^. Put together with ^.ho limited material which ia" 
not fit for deta"'lled analyais this means that the "statistical 
analysis ia restricted to mere" counting* All figures are re- 
ported without .decimals. In%tead ^ome eCfort has been iovested 
in comparing the results with existing international data on 
the same subject.^ ^ 




3. SATELLITE TELEVISION'S SKY CHANNCL 

* . ■ . 

3 . .\ > History y background , audi once 

Satellite Television (SATV) was founded in September 1980. 
SATV obtained as the fjirfj^t private company in Europe apcess 
to a satelli te^or ' transmission jof T\/-s.5ignal{^\ \\\ ^September 
1981, namely Eutelsat^^s Orbit Tefet /Satellite . 
In August 1983 Rupert Murdoch's News ^j^ternat ional , bougfi't a 
65?^ controlling interest of SATV at the cost of , 
£ 5 million. News International expected at the time of 
the>take ove^f^to invest another. £ 10 million for forth tiV 
development of SATV (TV World, August 1983).' At the time 'of 
the take ever SATV had a potential 'of 35.0 , 000 cable homes in 
FinlEind, Norway, and Swit zerlan^d , but TV World estimated in 
August 1983 th i^t-^ the actual ^udienc(^ probably was less than 
5?iofthisfigure,- ' ' * 

In June 1983 SATV had succeeded in renting one of the two 
t ransponc(ers which Eutelsat had leased to British Telecor^i on 
ECS-1. Probably it was the access to the tranpponder that 
was worth the £ 5 million. 

From its start SATV transmitted two hours per night. The 
generic programme schedule for Sky Channel's eight hours of 
broadcasting in May 1984 is shown in figure 1. A detailed 
programme schedule for the last week in April 1984 can be 
found in 'annex 3* 

The 350,000 homes at the Murdoch take over had developed into 
1,2 million in May 1983 or a p6tent|a^l. of close to four ^ 
million persons. Se table 1 for detaii.S. 

3-2. Advertising .on Sky Channel ' . 

« 

In March 1983 TV^^orld reported that SATV had managed to pull 
in a pool of 35 -eHVe rtisers, but reckoned itself to need at 
[ least la pool of 100 r egu 1 ar ' c 1 i ent s to place SATV in 'a 
' healtny situation.^ In 'March 1983 only half of SATV's available 

• - . -I 
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PROGRAMMING 



SKY has progressively increased its nightly tran'shiission from ftve hours in 
January to 8 hour^ from the 2nd of April. The station's general entertainment 
format embraces mus"!?:, action series » feature films and made for. T.V. moy^e^ 
and mini series, documentaries and ntJvTextensi ve sports coverage. / 



SAMPLE WEEKLY SCHEDULE- SPRING 1984 

MOMMY TUtSOAY ' l^nrOMSOAY THUKStMY 



SttUnOAY 



•UNOAY 



17 JO 



xroo 



2).00 



MUSIC 


MUSK 


MUSK 


MUSK 


MUSK 


MUSK 


MUSK 


MU»C 


MUSK 


MUSK 


MUSK 




MUSK 


MUSK 












|Mgy«.Y/AOKM 
StMCS 


fAM^Y/OAAMA 


MMHY/GOMfDY 
SfMCS 


MMCY/OOMCDY 
UMCS 


FAMHY/OOMCDY 
SIWO 


MMtY/COMlOY 

Sffwi 


MMty/OOMCfTY 
SBUD 




DMXUMfttC 


MQMC 


tWAMA scftm 




fKM MAGAZINE 
MOW 


UGKT 

ttmmrAiNMEKT 




ACnONSCMES 




ACTKINSCltCS 


MOW 


DOCUMKNTAKY 




POCUMCKTAKY 


* srorr 




imifiT/«rfNMnfT 






tt<TmA»<Mlt#T 




MUMC 


LuSK 


MUSK 


MUSK - 


MUSK 


MUSK 


MUSK 




#MU1K 


«MUSK 


#MUSK 


«MUSK 


;»MUSK 


«MUSK 



SKY— The Entertainment Channel 
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Channel 

iAmlrrtTtlf VISION PIC , craven house 25/32 MARSHAU street • ibWDON WIV ill ■ TEL 01-4390491 TELEX 266943 



SKY CHANNEL NETWORK SUMMARY: 6.5.84 



COUNTRY 


SYSTEMS 


CABLE HOMES 


HOTEL ROOMS " 


TOTAL ' 


HOLLAND >. 


■ 7 


B8T,258 




581,258 


SWITZERLAND 


26 


j 373,219 


695 


373,914. 


FINLAND 


7 ^ 


/ 101,105 


1,691 


102,796 


AUSTRIA ' 


1 ' 


95,000 




95,000 


NORWAY 


6 


89,812 


79 


89,891 


U. KINGDOM* 


17 


20,740 




20,740 


W. GERMANY 


1 


j 2,545 




2,545 


FRANCE 


1 




1.027 


1,027 


TO^AL 


1 

L 66 
1 


1,263,679 


3,492 


1,267,171 



Since^ 29th March SKY CHANNE^^ has also been re-transmitted to 15 Redlffusion upgrade towns 
in the U.K. As yet, no subscriber figures are available for these towns. ^ ' 

(In August 1984 1,6 million households were connected to cables carrying Sky 
Channel) 
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advertising time was gold- Table 6 shows that the goal of a 
pool or 100 advertisers were still far awa-y in' the beginning 
of 1984. The 14,235 seconds sold during February, March, and 
April constitute 16.5?o of the available advertising time in^ 
thdt period (six^inutes per hour). 

Figure 2 shows Satellite Television's aales arguments toward 
potential advertisers in spring 1984. SATV follows thp rules 
of the British Independent Broadcasting Association, except 
for one thing: Sky Channel invites sponsoring of programmes. 
Seefigure3. • ♦ 

V ^ 

All co-mmercial T V-st%.t ions in Europe except the Finnish MT^V 
and the British ITV bring their commercials in socalled blocks 
at^ixed hours. Following the IBA-rules implica^tes t^iat SATV 
shows the commercials between programmes and in socalled 
natural breaks ,\ cf the transmission log in ^anne^x 3. Details 
^of advertising are found in Sky Channel's rate card in annex 

i 

The Norwegian market research institute A/S Norsk Reklame- 
Statiatik has monitored SATV from the. very beginning. With 
this source the Norwegian Markeds f or ing , 1983/4, states' that 
SATV in 1983 brought 2,513 spots for 38 advert isers . The 
Danish Orientering, 1983/3, quotes the same soOrce for the 
information that tialf of the spots were sold during the. first 
fou.r mpnths of 198 3. 

The six largest advertisers bought 610 or 59?^ of the 1035 
spots during the first four months of 1983. 
See table. 2 and confe'r table 6 . 
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THE A DVE RTISING MEDIUM • 

EUROPEAN AUDIENCES 

Television is the most effective advertising medium and Satellite Television 
offers advertisers an entirely new opportunity - a European audience. 

BRAND BUJIDING/EUROBRANDING ' .. . - 

Multi-national companies and manufacturers can now use Satellite Television to 
boost and enhance their brand image, harmoni;sing product awareness :across Europe. 

AUDIENCE POTENTIAL ^ ^ ' 

Satellite Television reaches cable audiences in Switzerland, Finland and Norway 
and in Britain and West Germany from the beginning Of 1984, Other European 
countries, including Holland and- Austri^i are changing their lav^ on the media 
to permit the reception of satellite transmission. And, ijj)^ome cases, their 
first experience of television advertising. \ ^ . 

COMMERCIAL EXPERIENCE ^ ^ ^ 

y 

The commercial innovation of Europe's first and only Satellite Television channel 
has attracted advertisers like Coca-Cola, Kelloggs, Remington, Polaroid, Schweppes, 
Canada Dry, Wrigleys, Rank Xerox, Johnsons Wax and Unilever, 

BROAD APPEAL ^ ^ >^ 

Satellite Television's commercial entertainment format will ensure that' >i 
advertisers wi IT reach by far the largest segment of the rapidly growing cable 
audience in Europe, 

SELLING POTENTIAL 

For the first time advertisers can explore new and exciting opportunities for 
selling to European audiences, 

For further information, contact Mark Wood, U.K. Sales Co-ordinator in London ^ 
at 01-439-0491 or Bernard Pingree, European Sales Co-ordinator in Geneva at cz> 
022-501-330. ' • cj> 



CO 
GO 



STANDARDS o - , 

Until the EEC has decided on recommendations for television advertisjng, 
Satellite Television has decided:- 

a. to conform'to UK advertising, adopting guidelines set out by the British 
Independent Broadcasting Association to ensjjre a consistently high standard 
of advertising. In- anticipation of revisions to these guideline's in respect 
of sponsorship SATV has instituted tHe1r own policy. ^ 

b. to voluntarily ban advertisements for totiacco and spirits. 

c. to limit advertising to a maximum of six minutes per clock hour. 

d. to use natural breaks rather than block advertising during programming. 

e. that as SATV is an English-language service, the basic selling message or . 
advertisements, should be >1n English. However, a commercial with a background 

, noise, jingle or packshot in a,language other/than English. is acceptable 
- providing an English translation is submitted. 

For further information, contact Satellite Television Commercial Traffic and oti> 
Copy Control Manag^;<Rpsem^ , ' , * v 




Watch Sky Channel on Friday May 18 - and enjoy Philips award-winfiing film ExperdseWorld-wlde. 

LfK:aI air time: i/:Ani — -n. . ^/ — ij^.^n i , , . , . .4 . . 



Austria 
Finland 
Franco 
Germany 
the NVtherlatuLs 
Norway - 
Switzerland 
United Kingdoni 



16.QP hrs Tlie intcmatjonal Satellite Scatioii, Sk>* Channel. 

17.00 hrs . will be showing a fascinating film about Philips. 
16.00 hrs ' The film - wh' \\ has already won three major inter- 

16.00 hrs national awards - illustrates th(? strong innovatory 

16,00 hrs character of die Philips company in a highly diversified 

16.00 hrs r?\ngeof areas and countries diroughout the world. 
16.00 hrs Of course. Philips is a recognised innovc\U)r iii 

1 5.00 hrs many fields -and in particular in the field of 



television and video. Not siirprjsing, then, that. 
Philips should now be one ot die first comt^aules to 
communicate with the public via satellite* 

-^k}' Chanjiel can be receix^cd thmu^K cable - 
net\\'orks in Austria, Finland, Gem:iany (Ludvvi'is- ^ 
iafen;. Norwa>\ the Netherlands Switzerland. 
Unlti^':! Kii-igdom (Swindon, Nordiampto!\)aMd the 
M(5ridien Hotel in Paris, France 



International Herald Tribune, Paris 17/5/84 



Table 2:*^ 



T o p 6 advert isers o n Sky ('lhann el, Tirst Four mont K s, 1903 



Advert iser 



Number o F spots 



K (5 1 1 o g g * 8 
Mill ^3 Coffee 
fipeia Chocolate 
5 o r - b i t s 
Ul t rani ill t 
Coca Cola 



139 
132 
130 
111 
'73 
65 



610 



( Orientering , 1903/3) 



TKe spot sale in the whole oF Scandinavia totaled 2.5 million 
NKr in 190 3 according to SA T V ' s . sa les representative in 
Sc'andinavia (Orientering 03/3T, who also expected the sale to 
total 7.5 million NKr in 190^ in Scandinavia ( Ma rk o ds Fo t i ng , 
198A/A). 

3.3. Theaudience 



The international selling of Sky Channel to potential viewer.s 
is illustrated in figure 4, Tfie number of cable homes reached 
by^ Sky. Channel in August 1984 were 1.6 million (table 1): 

In Norway Inter-Media has sponsored an investigation in the 
spring oF 1982 when two hours oF programming were distributed 
by the Orbit Test Sa t c 1 1 i te . Some scattered data From ttvis 
research can be Found in NOU 1983 : 5 and In Kampa'nje 7-/8 1982. 

Sky Channel advertising material From the spring oF 1984 tells 
about viewing in Oslo and Helsinki in the autumn oF 1983. 
Seetable3, ^ 
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SKY CHANNEL The Choke 

, More family entertainment on cable every night throughout Europe. 
SKY CHANNEL brings Action Series, Drama, Movies, Music; Sport & Comedy 
Pmgrammes include: — 

Music— Sky Channel music box brings you an up-to-the-minute look 

at what's happening in the world of pop. 
Films -^Regular movie spots and 'behind the camera' features. 
Sport -Including American Football, Wrestling, Basketball & Ice Hockey 
Entertainment — Shows and series for all the family. 

For further details on how you can receive Sky Channel contact your 
local cable television operator - 



PROGRAMME SCHEDULE WITH TRANSMISSION GROWTH 

MONDAYS-FRIDAYS 





1600 


1700 


1800 


1900 


2000 


2100 


2200 


2300 


FEBRUARY 
6 Hours 




MUSIC 


FAMILY 
SERIES 


ACnON 
SERIES 


ACTION 
SERIES 


DOCUMENTARY/ 
SPORT 


MUSIC 


.^f^:;., i k 1-,,- •> ^>VVV!.Y, 




















MARCH 

7 Hours 


.^/^ jqini . ■ — 


MUSIC 


FAMILY 
SERIES 


ACnON 
SERIES 


ACTION 
SERIES 


DOCUMENTARY/ 
SPOftT 


MUSIC 


' MUSIC * 




















APRIL 
8 Hours 


MUSIC 


MUSIC * 


FAMILY 
SERIES 


AcnoN 

SERIES 


ACTION 
SERIES 


DOCUMENTARY/ 
SPORT 


MUSIC* 


MUSIC 


WEEKENDS FROM APRIL 
















SATURDAY 


MUSIC 


MUSIC 


FAMILY 
SERIES 


MOVIE 


SPORT 


MUSIC 


MUSIC ' 


SUNDAY 


MUSIC 


MUSIC 


Family 

SERIES 


ACTION 
5ERIES 


MOVIE 


MUSIC 


MUSIC 



SKY CHANNEL Die Auswahl 

Jeden Abend mehr Unterhaltung fiir die Familie im Kabelfern$ehe;n in ganz Europa. 
SKY CHANNEL bietet Ihnen Aktion Serien, Drama, Filme, Musik, Sport und Kom'odien. 
Unteranderem:— 

Musik-Sky Channel Music Box gibt einen aktuellen Einblick in der Weft der 
FVdp Musik. 

Filme — Regelmassige Ausschnitten aus Filme und Neuigkeiten aus der Filmwelt. 
Sport — Inklusiv Amerikanischer Fussball, RIngkampf, Basketball und Eis 

Hockey , ^ 

Unterhalfting— Vari^te und Familien Serien. 

Um Sky Channel empf angen 2u konnen setzen Sie sich bitte mit Ihren 
©•^abelhetzbetrleben in Verbindung. 

: :,1„.,,._„..._,._.:^„:„...:_.,„._,..:.,..._.:.27: .1..-...-..- J 



Table 3: 



Sky Channel roach in Oslo and Helsinki, October 1983. 



Oslo 

15+ 15-34 yrs. 



Weekly 
reach 

4 weekly 
reach 



45?^ 



50% 



54% 



62?o 



Helsinki 
15+ 15-34 yrs. 



49?^ 



5 9?o 



60?^^ 



6 8 ?o 



Research financed by Sky Channel and Wrigley's 

AB Bates a/s published in December 1983 a survey on attitudes 
toward introduction of TV-advertising in Norway, The survey 
showodthat 



- 6?i of all Norweigan household can receive Sky Channel 

- 25?o of all households in the Os^o-area can receive Sky Channel " 

- The Sky Channel viewers are much more in favour of a new Norwegian 
TV-channel and much more positive toward advertising^n this channel 
than the average Norwegian- 

/- 

- Bl% of the households able to watch Sky Channel do so. 94?i of the 
same households watch the two Swedish channels, and 98?o the Norwegian 
national channel • Nothing is said about frequency 

- less than 20% of the Sky Channel viewers explain this by the quality 
of the programmes. More than 50?o explain their viewing of Sky Channel 
by dissatisfaction- with NRK, the national channel (Bates 1983), 

Ogilvy & Mather's newsletter Euromedia, July 1984has this 
to say about viewing of Sky Channel in Holland: / 



A telephone survey conducted in seven Dutch towns • indicates that the 
initial response to Sky Channel has been positive, FieldwQrk between 
M^y iO-14 shows that 37% of respondents had viewed Sky Channel at least 
once. On a single night, the brea'kdown of the audience watdhing any 
channel during the evening wQs 58?o for Netherlands 1 and 53?^ for 
Netherlands 2, the two "nationEil landbased channels, and 20?o for Sk-y. 
Of those who watched Sky, more than 50?p viewed between 117. 010-23.00 and 
26?o viewed after 23.00. The predictions are that 700,000 homes will 
be able to receive Sky by July and 1,000,000 homes by the end of'the 
year. This represents a 21?^ penetration of all Dutch TV households. 
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It i9 p'Qsslbl© thet more reeeaf ch on the reception of Sky 
^Channel exists in those QQuntries receiving Sky Channel. 
However, it is not known to the author. In October 1984 Sky 
Channel waa unable to su.bmit further details- 



ft' 
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4. WEST GERMAN TELEVISION IN DENMARK 



There are three public television channels in West 
gI rtnany: 

Channel .1 (ARD-1) is a national channel excerpt between 6 
and 8 "pm when the regional broadcast stations are respon- 
sible for the programming. ARD-1 carries advertising. The 
regional station received in. Denmark is NDR (Norddeutche 
R u n d f u n l< ) . „ ■ . / 

Channel 2 (ZDF) is a nati-^M-al channel carrying^adver- 
•t i Q i n g . 

Channd^' 3 (ARD-3) is a cooperation between the five regio- 
nal broadcast institutions. The regional stat ions, are re- 
sponsible Tor both technique and p.rogrammi ng , but the same 
programmes are shown on all Five stations. ARD-3 does not 
car ryadverti sing- 
Channel 1 and 2 are each allowed ^0 minutes o T 'advert i sing 
*per day which cannot be braodcasted -a Tter "8" pm . There is no 
advertising on Sundays and holidays. 

Channel 1 carries 20 Iminutea of commercials in Tour socalled 
blocks between 6 and 8 pm (in tho regional programmes ),. 
Channel 2 also carri^ 20 minutes of commercials shown in 
blocks between 5:30 amd 7.30 pm. The commercial blocks are 
not indicated in programme schedules. In their rate carets 
the channels' state the exact time when t^^ blocks start 
(ARD-1) or the precise interval (ZDF). Advertisers cannot 
decide when their c omme r c i a 1 s ' a r e shown. Commercials can 
only be ordered once a year> It is forbidden both chan- 
nels to adverti>e cigarettes and prescripted medicine. 



The advertising income represents almost 1/3 of the total 
income of ARD-1 and close to 1/2 at ZDF. AccorjJing to Media 
Perspektiven, 4/84^^ p 301 the: price for a 30-second spot on 
NDR in the first quarter of 1984 was r5,026 DM. On an average 
ll?o' or 970,000 viewers were exposed to a commercial ^pot. 
From this follows a cost per 1 000 . v i ewer s. a t 15.^7 DM. The 
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ZDF price for 30 seconds was 56,257 DM, covering 10% or 
^,400,000 viewers, or a cost of 12.80 DM per 1000 viewers. 
(1 DM = $ 0.35, September 1984.) 

> 

The cost per 1000 for ARp equals 58 DKR , The cost per 1000 
readers for two popular Danish weekly magazines as.Familie 
Journalen and 5e Hor for 1/1 page in full colour as 
28 DKR an'd^25 DKR, respectively. The cost per 1000 Danish 
viewers on.NftD - calculated for the Igwest and highest 
number of viewers in figure 5 - - as -4,218 and 527 DKR,«re- 
(y specti vely . 

If. the percentages in figure 5 can be transferred to a situ- 
ation where all Danes technically can receive West German 
television, the prices per IQOO Danish viewer^' w,ould be ^ 
1 ,406 DKR* and 175 DKR. , - 

i 

The viewing of West German television in Denmark have been 
investigated by Denmark's' Radio from January 23 to January 
29, 1984. The results for the t i me i n t e r va 1 s , where the 
commercials are run can be found in figure 5 and 6. -v 

Table 4 shows West German programmes seen, totally or partly 
by more than 10% of Danish viewers able to receive WeSt 
Germantelevision. 6 
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i 

Figure 3t Th^ expogure of Pgmes to programmes ar^ound commercialQ in West German TV 
Channel 1 (ARD-1)/Nl)fi; January 23-29, 19B^. All hours pm . 



% of Danes ^ 13 and up - ^able to u/atch West German telpvisioh 



Time Mbn day, Tuesday Wednesday Thiirsday - f Friday Time Saturday 



1 

6.00 


Programhin- 
u/eisen 0?o 


Programhin- 
lueis.en 1% 


Programhin- 
u/eisen' 1% 


Programhin- 
weisen l?o 


Programhin- 
M/eisen \% 


6.0d 


Tagesschau \% 
* 


From 6.00 


ADVERTISING 


ADVERTISING 


ADVERTISING 


ADVERTISING 


ADVERTISING 


6.05 


Die Sports- 
schau der 


Auf Ache-Ar- 
, riverderci 1 

O/O 


• 

Hart aber 
herzlich (1) 

O/D 


, 

Die Sporta- 
schau der Nord- 
scnau j% 


Der Jugisnd- 
riqhter (1) 


6.05 


Die Sportaschau 


From 6.10 


ADVERTISING 


ADVERTISING 


ApVERTISING . 


ADVERTISING 


ADVERTISING 


From 6*54 


ADVERTISING 


6.35 


Sandffianchen 1% 


Sandmanchen 3?o 


Sandmanchen h% , 


Sandmanchen 2?o 


Sandmanchen 2?^ 


7.00 ' 


Bericht yom 

1 age ^ l;© 

>. 


6.40 

ft 


Meister Eder 
und sein Pu- 
mukel 35;^ 


Auf Ache-Ar- 
riverderci 2 


Hart aber 
herzlich (2) 

O/D 


Rummelplatz- 
geschichten 


Der Jugepd- 
richter 2 


From 7.10 


ADVERTISING 


ADVERTISING 


ADVERTISING 


ADVERTISING 


ADVERTISING 


From 7,10 


ADVERTISING 


7.15 


Berichte von 
Tage 2% 


Berichte von 
Tage 2% 


Berichte von 
Tage \% 


Berichte von 
Tage \% 


Berichte von 
Tage \% 


7.15. 1 


Die aktuelle 
Schaubude 2% 

> 


7.25 


Landespro- 
grammes 0% 


Das Nordsch^u 
Magazin OJ^ 


Das Nordschau 
Magazin OX 


Da8 Nordschau 
Magazin 1% 


D||lis Nordschau 
Magazin 1% 


From 7.50 


ADVERTISING 


ADVERTISING 


ADVERJISING 


ADVERTISING ^ 


ADVERTISING ^ 


From 7 ,511 


ADVERTISING 


7.59 




Programhin^ 
weisen 1?^ 


Programhin- " 
u/eisen \% 


Progr'emhin- 
u/eisen . l?o 


Programhin- 
weisen l?o 


Programhin- 
weisen 2% 


7-58 


Programhin- ? 
weisen 0?^ 


8.00 


Tagesschau l?o 


Tagesschau 1?^ 


Tagesschau l?o' 


Tagesschau \% 


Tagesschau 2% 


0.00 i 

i 


Tagesschau 1?^ ' 



(Source: DanmarNs Radio 1984. 1% ^ 13.710 persons. 



Figure 6: The exposure of Danes tp proqrammQS around commercials in West German TV 
Channel 2: (ZDF), January 23-29, 1984. All hours pm . 



??_gr^Danes_-^13_and_ug_3_able_t^ 



Time Monday 



Time Wednesday 



Time Saturday 



5.15 


Teleillustrierte 3% 


5.15 


TeleilLustrierte 2% 


5.15 


Landerspiegel 0% 


5.50 


Die Strasse von San 
r rancisco 19% 


5.55 


Heute - Schlagzeilen l?i 




• 


5.52 - 
8.00 


ADVERTISING 


5,52- 
6.00 


APVERTISING 


5.52 - 
6.00 


ADVERTISING 


6.20 


Heute Schlagzeilen 

//O 


6.00 


Wildes Weites Land 9 
8?^ 


6.00 


Die Waltons 3?i 
- 


6.25 


Die Strasse von San 
Francisco 18?o 


/ 




6.48 - 
6,57 


ADVERTISING 


6. 58 - 
6.57 


ADVERTISING ' ^ 


6.48 - 
6.57 


ADVERTISING 


6.57 


ZDF - Ihr Program 2?o 


6.57 


ZDE ^ Ihr Program 2% 


6.57 


ZDF ^ Ihr Program 2% 


7,00 ^ 


Heute '6?o 


7.00 


Heute ^ 


7.00 


•< 

Heute 2?o 


7.22 - 
7.30 


ADVERTISING 


7.22 - 
7.30 


ADVERTISING 


7.22 - 
7.30 


ADVERTISING 


7,30 


Reportage am Montag 2?o 


7.30 


Direkt 1?^ ^ 


7.30 


Die Pyramids 3?p 1 


34'* — / « cont'. 
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riguro 6 cont , * 



Time 


Tuesday 

— . ... 


^ T ime 


Thursday 


> 


Eriday 1 


^1 


3.15 


Telelllustrierte 2?o 


5.15 


Telelllustrierte 2% 


5-15 


Telelllustrierte 2% 










5-50 


Paf und Pataschon 1 13^ 


5.4/ - 

5.50 . 


ADVERTISING • 


5.42 - 
5.50 


ADVERTISING 


5.52 - 
6-00 


ADVERTISING 




Woldheimat 2% 


5.50 


FloMmarkt-Nagelprobe 1% 




Pat und Pataschon 1 13r; 


6.15 - 
6.23 


ADVERTISING, 


.6.15 - 
6.23 


ADVERTISING 


6.1.5 - 
6.23 


ADVERTISING 




Mein Nam' ist Hase 12% 




Mann, halt die tuft an 3?o 


6.15 


Heute - Schlagzeilen 1% 


6.47 - 
6.50 


ADVERTISING 


6.47 - 
6.50 


ADVERTISING 


6.47 - 
6.50 


ADVERTISING 


6.57 


ZDf - Ihr Programm 2% ^ 


6.57 


ZDE - Ihr Programm '2?o 


6.20 


Pat und Pataschon 2 12?d 


7 •00 


lleuLe ^\% 


7.00 


Heute 4?o 


6.57 


ZDF - Ihr Programm 3?o 


7.22 - 
7 30 


An\/r pT TCT MP 
r\U u i_r\ I I O i »NL) 


7.22- 


AUVLK ! 1 blNb 


7.00 


Heute 5?o 


7.30 


Unser Manri voni Sudpol Q% 


7.30 


Dalli Dalli ~ Spiel und 
Spass 33?o 


7.22 - 
7.30 


ADVERTISING 




7.30 


Auslandejournal l?o 





(Source: Danmarks Radio 1984. I?o ^ 15.710 persons. 
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West Gorman programmes seen by more than ] 0?o 6f Danish 
v/aewevs able to do so. Week 5, 1984. Ages 10-12 and more 
than 12 years. . 

I 

Time of Channel Programme % of 

day , pm 

viewers 

— ^-^^ . 124- 10-12 

II Dalli, Spiel und Spass 33 23 
(quiz) 

9-^5 J Dallas . 24 ' 12 

^••^^ . II Der Denver Clan (Dynasty) 2l ^7 

. II Zahl bis Drei und bete 20 19 

(American movie pic|:ure) 

^•^^ II Die Strassen von San 19 19 

Francisco (American 
detective series) 

I°'°° III / Das Cruselkabinett (Ameri- 17 7 

can movie picture) 

^•I'^ II . , Live aus Boblingen (music 17 8 ^ 

, andsongshow) 

'^■^^ II ' Jagdscenen in Hollywood 15 13 

(Tom 5c Jerry) 

5.50 n 
6.20 II 



V 

9.45 Iv 



-^C?^'^ und Pataschon (Fy and Bi, 12 18 
^Id comedians) 

Mein Nam' ist Hase (animated 12 6 

film) . ' " 



Musikladen (Video-music) 11 3 

^•I^ III Der Prinz und der Bettel- 11-15 

knabe (American movie 
-picture.) 

. ^-I^ I Finer wird^^ewinnen (quiz) 11 3 

^'■^^ ^ Die nackte Frau (Italian 10 9 

movie picture ) 

I Vera Cruz (American movie 10 7' 

♦ picture) ^ 



The percentages cover -"seen totally" and "seen par^tly" 
Source: Svendsen 1984b And Denmark ' Radio 1984. 
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5. WHAT KIND OT ' ADVC R T I S LNG AND HOW MUCH? 

.f » 

3.1. Sky Chann el, prim.o 1984 

Table 5 ohows tho brondq advortisod on Sky Channel du/ing 
Februory, March, and April (week 5-17), 198^, including 
spot iongth and repetition. 18 consumer brands representing 
12 different independent companies were advertised. The spot 
length varies frqim 10 to 50 seconds, 3Q"OG<^ondo spots j^re - 
the dominant apot length. Repetition varies much between 
brands. Three brands account for apprQximately 40% of all 
commercial time sold by Sky Channel during the three "months. 
A month by month registration of the same' figures arc 
found in annpx 5. , 



In table 6 the Sky Channel advertising is cate-gorised ' ac- 
cording ^o tho product ca t ego r i^j^^i n the coding scheme 
(cf. anrVex 1). Trh-p classification of each brand is shown 
in anne/k 6. Tw/dproduct categories "chocolate, sweets, gum", 
and "food products") include 69% of the advertised brands 
and 76% of the commercial time sold, by Sky Channel. "Choc- 
olate, sweets and gum" alone take up ,58?i of the time. 
The product categories 8, 12, 13, 14, 20, 21 in table 6 ac- 
count for 90% of the advertised brands and 91% af the com- 
mercial bime. Most products in those categories' artTNlow 
involvement products which are basically identical s/s to 
physical characteristics and the needs and functions they 
fulfill. Such products and brands typically use the ability 
of TV advertising to add psychological values and life 
styl.e dimensions to the'^rand images, thereby helping them 
to differentiate from competing brands. 

Thetime used for commercialson Sky Channel in the period 
under observation was very 1 imited compare d to most com- 
mercial TV stations, cons t i t u t i^ig only 16.5?o of the maximum 
86,400 seconds of commercial time that Sky Channel was 
prepared to Xell, corresponding to six minutes per hour, 
during the three months. % 



Sky Channel! Commercials in Pebruary, March, and April (week 5-17) 19QA 



Brand 


Spot length 
m seoonas 


Number of 
timoc shown 


Number of 
Lames ehown 


Total 
time 
sees , 


T6tal 
time 


Wrigloy'e P K Gum 


30 


90 




2,700 


19.0 


Mars Snickera 


30 


65 




1,950 


13*7 


Sor-"Bit8 Chewing Gum 


20 


61 


12.0 


1,220 


8.6 


Bentasil 


15 


27 


■ 5*3 . 


405 


• 2.8 


Impulse Perfume Spray 


30 


25 


4.9 


750 


5.3 


Kellogg '8 Smacks 


30 




4.7 


726 


5a 


frolic Dog f ood 


30 


' 23 


4-5 


690 


4.8 


Omega wrist watch 


30 


, 23 


4.5 


690 


^4.8 


Coca Cola 


. ^0 


22 


4.3 


660 


4.6 


. The Sun 


20 


22 


4.5 


440 


3.1 , 


freia Milk Chocolate 


50 


21 


4.1 


1,050 


. 7.4 


freia Rapid Bar 


30 


-19 


3.8 


570 


4.0 


Maryland Cookies 


30 


19 


3.7 


570 ' 


4-0 


Wrigley's Juicy fruit 


30 


17 


3.4 


510 


. 3.6 


Uncle Ben's Rice 


20 


13 


2.5 


26Q . 


1.8 


Kellogg 's frost flakes 
Kellogg's Corn flakes 


30 
30 


11 


2.4 
2.2 


360 
330 


2.5 
2.3 


Kellogg' 8 Rice Kriepies 


30 


11 


2.2 


^0 


2.3 


Scand-Video 


30 


1 




30 


0.2 


19 brands 

Omega identification 
and clock / 


10 


^ 

506 

267 (week 


100.0 
5-15) 


14.235- 
3h59m458 





Source: Sky Channel 'b transmission logs, week 5--17, 1984 submitted by Satellite 
Television.»--Se Annex 5 for more details. 
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Amount end kind of advertising on Sky Channel in February, March, 
and April 1984 according'to the product classification used in the 
codi'hg scheme ' . ' • > 



f 

Category 


Number of 
brands 


% of 
brands 


Total time 
in seconds 


?o of 
time 


7: Books, magazines, hevi/spap^ra 


1 


5 




3 




7 


37 


8,405 


58 




. 1 


5 


660 


5 


13: Food products 


6 


32 


2,570 - 


18 


14: Pet food 

L\j • rersun^x caie, nyyi^oiiK > 


■^1 


5 ^ 


690 
750 


5 ■' 


21: Watches, jewelry, glasses 


1 , 


5 


690 


5 


25: Other 


1 


5 


■ 30 


0 


All products 


19 


99 


14,235 


99 



Source: Content analysis and^'transmission logs. See annex 6 for details 
about the product classification. 



Annex 7 compares the results in table 6 with similar tabul 
tions from Sky Channel, the British I f V and Channel Tour, 
and The West German channel 2, ZDF . Tbe figures vary con- 
siderably, but basically they all tell the same story: 
TU advertising concentrates on sweets, drinking and eating 
- and, in West Ger^nany, on cleaning and personal care. The 
figures also indicate that the national .British channels 
ITU and Ctiannel Vour, and the national West German channel 
NDR and ZDF cover a i^iider spectrum of goods than does^ the 
pan European Sky Channel , 

5.2. Inlesb German channel 2, ZDF, April 9. - 14,, 1984 

Previewing of the West German ZDF ch'^annel indicated that 
one week's programmes carried enough commercials For the 
analytical purpose oF this study and many more diFf erent 
commercials than Sky Channel in three months. There.fore, 



it was decided to analyse one week's commercials from ZDF, 
viz, wee kh5, 1984, th e choice of the exact week being 
ratfier circumstantial and dictated by practical 
reasons^ 

In' week 15 246 different brands were advertised on ZDF* 
During three months Sky Channel had 19 different brands and^ 
506 spots altt)gether, whereas ZDF had a total of 310 spots. 
Commercials for 50 of the ?46 brands were repeated. Very 
few were repeated more than once. Most likely this lack of 
repetition is the result of the booki^ng system for commer- 
cials in West Germany, (cf. chapter 4) rather than a conse- 
quence of an intended adver t isi ng strategy ^ Theref ore " table 
5 is not replicated for ZDF. A total registration in chrono-- 
logical order of all brands ahd products advertised on ZDF 
in week 15, 1984, and the product category the products have 
been placed in for the purpose of constructing table 7, is 
shown in annex 8- , . 

Table 7 shows the number of brands, the number of spots and 
the time for each product category in the codin.g scheme, 
and thus parallels tab 16 6 for Sky Channel • Three product 
groups dominate in table 7, "Personal care" takes-22% of 
the total comTfiercial time, "food products" 17%, ^"cleaning 
and washing" U3?o . In total 52?o of all commercial time that 
week on ZDF. Those three product cat^egor^^es are fol lowed 
by the dominant product category on Sky Channel: "choc-- 
olate, sweets and gum" with Q% of the time. Only three . 
other product categories occupies more than 5?o of the time: 



V 



"durables for home and garden", "soft drinks" ,y and ^"insur- 
ance and banking'^. 

Again, it is obvious that the dominant products are non- 
durables, uncomplicated, low involvement products and areas 
with a rich supply of br^^nds, which are functionally very 
much alike. As mentioned above such brands needs to differ- 
entiate themselves. And TV adv^tisinig can do. this by ^ 
building up brand images. 
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Tjable 7 ' 

Amount and kind of advertising 
product clasai f icstlon used in 



on week 15, 198A, according to the 

the coding scheme 



> 

Product catogory 


Number 
of 

brands 


\ Qf 

brands 


Numb or 
of 

spots 


/d of 
. spots 

\ , „. 


time 
seconds 


/q Ol tOtajL 

timo 
seconds 


1: Cars 


2 


1 


2 


\ 


30 


1 


2t Boats 




. 0 


0 


0 


0 


0 


3: Women • 8 clothing 




2 


5 


2 


110 


1 


4: ^Men's clothing / 




0 


' 1 


0 


30 


0 


3: Children's clothing 


0 




0 


0 


0 


0 



6: Durables for home i 





garden ^ ^ 


20 


8 


*< 

2^ 


9 

V 


630 


8 


. 7: 


Books, magazines > 


* 






V 








newspapers 


' 8 


3 


9 


' 3 


200 


3 


o I 


Chocolate, sweets, gum 


i9 


8 


28 


0 


610 


8 


7 J 


Wine 


0 


. 0 


0 


0 


0 


10 : 


Liquor 


4 


2 


4 


.1 


105 


1 


11. 

11 : 


Beer 


0 


0 


♦ 0 


0 ■ 


0 

* 


0 


12: 


Soft drinks 


12 


5 


15 * 


5 


375 


5 


13: 


Food products 


54 


22 


68 




1 ^nn 


1 7 

J- / 


14: 


Pet food 


2 


1 


2 


1 


255 




15: 


r oto and film 


5 


2 


6 


2 


130 


2 


16: 


Toys 


8 


3 


11 


3 


230 


3 


17: 


Cleaning, washing 


30 


12" 


35 


11 


985 


13 


18: 


Gas, oil 


2 


.1 


2 


1 


50 


1 


19: 


Tjobacco, cigarettes 


0 


t) 


0 


0 


0 


0 


?0: 


Personal care, hygiene 


53 


22 


. 62 


20 


1640 


22 


21: 


Watches, jewelry, glasses 


3 


' 1 


4. 


1 


60 




22: 


Insurance, banking 


11 


4 


14 


5 


440 


f 


23: 


Public announcements 


0 


0 


0 


0 


0 




24: 


Travellihg 


0 


0 


0 


0 


0 


0 
% 

5 


25^- 


Other 


8 


* 3 


13 


4 


330 


Total 246 


100 


310 , 


100 


7530 


100 



y 



In annex 7 the ZOF distribution of advertising time on prod- 
uct categories is compared with Sky Channel, ITV, Channel 
Four -' and the same distribution on ZDF for' the whole of 
1983. ^ ' 

There are seasons in al* advertising. However, the distribu- 
tion of product categories on ZOF during the whole af 1983 . . 
and during week 13, 1984 are astonishingly alike. And so 
identical that this might be taken as an indication of the rep 
resentativenes of the material gathered during week 15, 
outside this period. Aa mentioned above the two British 
national channels and . ZDF carry a much more diversified 
spectrum of products than the super national S'kf Channel. J, 
This may be because bijanda" are more internationalized far. 
some' products than for others. It is remarkable how domi- ^ 
na'ting "c\.eaning, washing" and "personal care" are on 'the 
German ZDF compared to the- Fnglish language channel©-. 

Table 8 compares the product categories' share of, time on 
ZDF and Sky Channel with tho^ 5ame product categories' share 
of household budgets in Denmark- If Danish household budgets 
do not deviate too much from consumer budgets in other 
North European countries it is remarkable how different 
shares of budget and sharrs-oH^-^v^ising time are on^some 
items. One might say that consumers are.extremly "overin- 
formed" on certain items. Which of coui-se also tells some- 
thing about the different interests of consumers and TV- 
advertising. , 
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4- 

Product categories 


' share of household 


1 

budgets and 


s [i a r e - 0 f 


0 

commercial time on 


ZDf 


and Sky Channel 


*. 

Number of budget^ 
item in Danish 

i statistical 

? Surveys 


Corresponding 
pr^dOct category 
in poding scheme 

\ 


% of budget 

Danish 

households 


in 


% of advertising 
t ime on ZDf , 
week ]5, 1984 


. ?Q of advertising o.n ' 
5l<y Channel , f eb . , 
Mar . , and April , 
1984 


— ■ ■■ r-^^ . ^ 1 

1 10 


— — .1 1 ■— . — . — - — — — . ^ 

Chocolate , 
sweets, gum 






< 

8 






58 


:11 1-120 


food 


15,8 




17 






> • 18 


121-12 2 


Soft Drinks 


0,7 




' b 






5 


131 


I. i q u o r 


a-, 6 




1 






0 


13 2 


Wif^e 


0,7 




0 






0 


133 


Beer ^ 


1,6 




0 






0 


A 1 - 1 4 2 


-lobacco and 
cigarettes 


2,9 


- 


0 






0 ' 


211+221. 


CI 0 tfii ng . 


6,1 




1 






0 


4 11 + 4 21 +431 + 
441+711 

0 


Durab LcB for homt^ 
and garden 






r 

8 






0 


61 1 


Cars 






1 






0 


622 - ' 


Gas ar^d oil 


3,0 




1 






0 


731 


Books, magazines 
newspape rs 


1,7 




3 






3 


812+022 


Personal care 


0,8 




22 






5 


,821 ' 

< 


Watches, jewelry, 
glasses 


0,4 




1 






5 


4 51 


Cleaning and washing \ 1,1 




- 12 






_0 


« ' *7T - ■ ■ " 


1 


^50,6 • 




81 




* 


94 



Source: Statistiske Efterretninger, A, 1980,-1, tabel 3 8 

l"lZTt7,l'!Ll^^^^^^^^^^ product categories ere .MnlV, rent, 

™hlch ,re not specified in the household Itatistics? distributions of advertising time are fo^ categotie.g 

Ji . ..•<.., 
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6, THE COMPETITION ARGUMENT 

The competition argument states that transborder TV-a'dvert is 
Ing may cause a competitive disadvantage for local or 
national brands whjich cannot 'on an economically sound basis 
use satellite or neighbour country advertising. The argument 
further assumes that this competitive disadvantage has. a 
negative influence on national economic actDivity^ Also 
according to this argument the potential competitive dis-- 
advantage is especially threatef)ing if local or national 
brands have no access to s national TV as is the- case in 
5 c arrd i n fifVt a-'^ d 1 g i u m ^'"^^ ' . . 



In Denmark the advocates of the competition argument claim 
that the competitive disadvantages will be experij^ced 
by what they call *'Oanish brands". However, this is 
a very aiDbigious phrase since it is very difficult 
'to define ^'Danish'' in this context. Probably it is more 
corre.ct to say .that the lmpor tanf issue in all countries is 
the concequences for the national economic activity, e.g. 
as measured by th^ number of jobs or the 'tendency to re- 
invest , parts of the profit in the country where* the mOney 
isearned* 

The seriousness of the competition argum'ent depends on a* 
number of factors. The m^ost important ones are discussed 
be low . ' ' . ' 

• \ 

6.1. All sectors of the consumer goods industry arig ;not 
afPected in the same way' r 

Using Denmark as an example: 

b: The capital behind ^ large number of branded goods sold 
in^ Denmark is not or is only- to a limi^ted extent owned by 
Danish citizens. So the b^rands are not IDanish^* * But i f 
t(ieir production and/or sale generates employment in Denmark 
this p:i^oduction and sale isr positive for the Danish ecnonmy. 



47 



Examples ore Pep^i c^Ib, Kellogg^^s cereals and Philips 
Id u 1 b 8 , » ^ 

This caLegory of companies producing, selling and distribut 
ing brands advertised on tranaborder TV advertising are i 
either indifferent to or favoured by tranaborder TV adver- 
tising. The competition argument has no vallllity for this 
category of compa>lies in so (^ar as tJiey generate employment 
by production, distribution and sales activities* 

V 

b^: The capital behind ano*^ther large number^of branded con- 
s^umer goods sold in Denmark is totally or predominantly 
owned by Danish citizens. Some of these companies sell and 
advertise on TV internationally a^S for example B&O, LEGO, 
Tuborg, Danish bacon. Through their international marketing 
efforts they may obtain the same advantages as "foreign'^ 
brands towards brands sold nationally only* Thus the compe- 
t'ition argument hps no validity for this category of com- 
panies . . 

\ 

£: The turnover and employment in retailing and other dis- 
tribution activities are not - or to a very limited degree 
only - affected by^ transborder TV advertising. 



d^\ The last group consists of companies producing-branded 



i 



goods fit fpr TV advertising and predominantly sold in 
Denmark in competition with foreign/international 
br art ds . 

The competition argument is relevant for't,h'is group of com- 
panies.. 

t 

»■ 

6>2. The kind of products^ adve'^tised on TV ^ 

TV advertising concentrates on a limited number of product 
categories as shown in table 6 and 7 and in annex 6, 7, and 
8. The tables and arinexes tell that TV advertising is con- 
centrated on cleani'fig, personal car^, drinking, and eating 
(especiall y^ nstant food, snacks, sweets and, diet 
food). . . ' 
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The limitecL -range of potential competitive effects from 
trenanational "TU edvertising is further illuatrated in table 
Bwhichshowsthat: 

OnSUyChannel 

58?o of the commercial time concern 1.9% of the average household budget 
76?o - - - - -17.'7% - - - - - 

95- _ _ _ _ . .19.6% _ . . 

And on Z-OF , ,, ' 

22% of the commercial t'ime concern 0.8?i of the avdrage household budget 

39?^^^ - ^ . - -16.6% - ^ - - - . 

52% - - / - - - -17,7% - . - 

78% ^ - - - - -27.5?o - - - •.. - 

9X% - - - - - -^5.4% - - - ' - - 

\ ■ . 

t 

The results concerning the concentration of TV advei^tising 
are general , cf- ta.bles 6, 7 and annexes 6, 7, and 8. 
The characteristics of TV advertising as to the kind of prod- 
ucts involved further limits the economic eector for which, 
t he competition argument is relevant. - 

The products advertised on' TV can also in general be charac- 
terised as low involvement products about which very little 
can be said from the advertiser's point of view^ since tl^ey 
are very much alike. This kind &f products normally has a 
high price elasticity. .Even though it is the purpose of TV 
advertisfng to lower the' price elasticity this high price 
elasticity makes it easier to fight back in competition on. 
anational/local level. 

6. 3. The ratio of international brands . 

r 

The influence from transborder TV advertisinig on a national 
economydependson 

- the ratio of international brands in that advertising 

- the ratio of those inter nat ional brands sold in'^ the 
nation under consideration. 

There is an ongoing . discussion in professional circles 
whether to market on a national or international level, e.g. 
whether to use one brand, one advertising theme, one 
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QdvertlBing agency or to^ stick to the dominan t . European prac- 
tice tod8y, namely q notio^nally di f f erent iatod marketing ap- 
proach 

The topic of world brands ia/discuased in a special edition 
of Advertising Age, June 25/ 1984, advocating that many 
transnational companjea are preparing themselves For world 
branding and giving many examples of this. For further dis- 
cussion and examples see^'also BBDO Magazine, February 1984. 

Apparently very little jiQ publiahed on the .degree^of inter- 
nationalization of brands , . Holml'tty ^nd . Julendar. ^984 r^b,-. •■ . 
ports that half of the' 20 brands mogt advertised on ITV and 
Chaniiel Four in- June 1983 could be found with the same name 
in at least one more country than the United Kingdom. 7 of ^ 
the 20 branda wore sold in Swyfedon. Holml'bv and Julander 
also found that 2/3 of the brands advertised erf Sky Channel 
in the weeks 1-35, 1983 - cfj. annex 7 - were sold in more 
than one country. Unf or tung.lely it is not told how theso 
figures are produced and n(j) brand names are given. 

Table 5 and annex 8 showthe^brands advertised on Sky 
Cfiannel and ZDT in the periods of this study. With that in- 
formation it is' possible in principle for a country receiving 
the two channel^ to fiiid out which of. the brands are sold^in 
that country, what their market shares are, who the competi- 
tors are\ whetfier there is a production of the brands in the 
country, - how many employer4s are involved, how is the profit 
and ownership, and how big a share of the average consumer 
budgetisinvolved- 

The answers to those questions should give an idea of the 
effect of a specific transborder advertising^ oa a/national. . 
economy, H.owej/er, this would be a research proje/6t of its 
own the .main problem of which will be to product the- necess- 
ary facts. Another problem is that production ,/ se^l ling and 
renaming of brands can change relatively fast/and probably will 
change in the 'direction of more international brands if the 
satellite channels become a sue c^s. / 
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Using Denfnerk as en example the "internationalization" ^ 
dimension of the competition problem can be Illustrated At 
the beginning af 1984 by using the information in table 5 
and annex 8. 

At Sky.' Channel (tablB 5) 16 of tfTe ^18 consumer brands ad- 
vertised were sold in^ Denmark - the" only exceptions being 
Maryland Cookies end The Sun. This . indicates a bigh degree 
of internationalization among the Sky Channel advertisers. 
Which of course is no surprise/ The high degree of interna- 
tritr^maTi''on'" C89%) is - all o)ther thi ngs being equal -V in 
favour of an influence on competitive conditions in Denmark 
if Sky Channel had been in the cables. As to t,he range of 
this influence see tabel 8 and section 6.2. 



Surprisingly it has proved extremely cos/tJLy to check whether 
a brand is registered in Denmark throu^i the public trade, 
mark register. The search must be done by an employee of 
the register, needing four, hours of work per^brand. Besides, 
registration does not necessarily mean the brand is 
■sold. ■ " 

The information on brands sold in Denmark therefore relies on 
the advertising statistic "Danske Fakta", visits to the 
largest stores, and the help of qualified housewifes. : 
The reliance on those sources makes it possible to say posi- 
tively that a brand is oiarketed in Denmark. However, it is 
impossible to be 100% ^^ertain that a brand that cannot be 
identified 'through those sources is not sold in Denmark in 
so'me kind of shop or e.g. in the bordSlr regions'. The figures 
in; the following concern the exact name used i'n the ZDT 
commercials . 

91 of the 246 btands (37%) advertised ojli Zpf/were positively 
identified as sold in Denmark .• Thosex^h^rand^ tqok up of 
the commercial time. t 

this relatively low degree of "internationalization" decrease^ 
- other things being equal - the .competitive eff.ect of Wes,t 
German television in Denmark, 

• ■'■ ^ ■ ' 
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The potential competitive effect is concentrated op very few 
product c'ategoriee^ The distribution on produc.t cotegories of 
the 91 brands aold in Denmark is found in tablp.9* 55% of the 
brands are in the categories "durables for home and garden'*, 
"food products", and "personal care", correspo^'nding to 26,5>b 
of thq average household bud^get, of- table 8^ If "soft 
drinks" and "cleaning and washing" are added '73% of the 91 
brands are cov.ered and 26,3% of the household budget. 

■ ; , \ . ^- 

6.4\ ^The amoun\ of advertising supplied 

II is verydifficult to predict the amount of TV advertising 
that will cross the European borders in the years to come. 

In the peri\od ur/der observation in this study much adver- 
tising crossed the borders between neighbour countries, but 
* only one Commercial pan European TV Channel was broadcasting, 

using only 16.5?o.of its announced advertising capacity- 
However, it is certain that^everal advertising financed 
channelswillfollow&ky Channel. ^ 

The 1 imi k^e^dT^n ter est in pan European TV advertising when 
this study took place^may -indicate 'a limited interest in the 
advertising commur^ity. Or it may indicate that European 
companies are not yet organi:^ed for that kind Of medium. It 
may also reflect the relative limited number of homeiS con- 

■ ^ ' • . - ' \ 

nected to cable's ca.rrying^ky Channel. | 

^growth in pan European advertising among other things 
depends on the spread of cable, t*h*e I'aws governing reception 
of'foreign TV advertising and the development of interna- 
tional brands. Therefore nothing can really be told from 
4 the figures for Sky Channel in this study concerning the 

amount of international TV advertising - as opposed to the 
kind of advertising- 

It is important to notice that more international TV and 
more national TV crossing the borders by way of cable and 
satellite does not automatically produce more TV advertising» 
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Table 9 



Number of brands in product categories advertised ,oi^ ZDF 
in week 1^ and sold in Denmark 



Product category 



Number of 



%. of 
brands 



V 

It 


_ 

Cars \ . ' 1 


1 
1 


1 


2: 


Boats r- 


0 


n 
U 


3t 


Women^a clothing J 


1 

i , 


1 ^ 

X 


4: 


Men ' s clothing 


u 


0 


5: 


Children's clothing ^ 


; ^ n - 

U ^ ; 


» u ^ , 


6: 


Dural^les for. home and garden 


1 Z 


JL J 


7: 


Books', magazines, newspapers 


z 


9 


8: 


Chocolate, swells, gum 


c 


o 


9: 


Wine 


n 
U 


n 

u 


10: 


tiquor 


z 


9 


11 t 


Beer 


U * 


n 

u 


12 : 


Soft drinks 


n 
O 


q 


13 : 


Food products 


1 O 


/. u 


14: 


Pet- food 


1 


1 

JL 


15: 


Foto end film 






I6: 


Toys 


2 


Z 


17: 


Cleaning f washing 


n 
O 


g 


18: 


Gas , oil 


^ 1 


1 


19 : 


Tobacco, cigarettes. 


n 

u 


0 


Z U : 


r e r s 0 n a Ji care, nyyxtjiio 

« 


20 


22 • 


21 : 


Watches, >ewelry, glasses 


1 


1 


22 : 


Insurance/, banking 


\0 . 


0 ' 


23: 


Public announcements 


Q 


0 


24 : 


Travel ling 






25: 


other 


4 


5 






91 


100 








< 


See 


annex 8 for details 
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The ©mount of advox^tiaing may ^grow a little - e.g. becauao of 
a reduction of prices - but relatively less than the adver- 
tiaing capacity on chahnel-s competing for a share. Thus while 
Sky Cha nnol still fought fill 1/5 of its QvQiloble conmor'- 
cia.l time, in July 1984 another Engli sfi-language programme 
- Music Box - started transmitting over ECS--1 competing for 
the^ same advertisers . ' 

Also noteworthy is the fac^ that the growth itself of trans- 
border TV reduces the attracti venes of both national ancV 
international TV as an advertising vehicle J"^And thua reduces 
the possible competetive influence on national economic ac- 
tivity. The reason for this is that the growing number of 
channels fragments the potential audience. That reduces the 
number of viewers which can be reached by a certain programme 
and mal<(fs it more .di f f icult for advertisers to find their 
target groups. Traneborder advertising will be especially 
difficult to use - and parti c u-1 arly expensive - wherf the 
target group is the population of small countries. 



6^5> The amount of adve rt ising received 

Section 6.4 concerns the supply of cross border^ TV adver- 
tising. But the effect of this on national economic activ- ^(^ 
ity also of course depends on the demand side. How much of 
the cross border TV reaches - and will - reach the intended 
a u d i e n 



§-^il:i^I[l?^1^9?^l_5i'^y?tion 

The reception of transborder TV advertising depends on the 
national legal demands to the relationship between bdver-- 
tising and broadcasting (e.g. advertising in blocks, between 
programmes, in programmes, sponsoring, ban of car tain • ffrod- 
ucts) and on national le^al demands to advertising codes of' 
conduct- Without a standardisation of rules on those two 
issues cross border TV advertising will protjabl^y be v.fery 
limited (see EEC 1984 for 8 detailed development)? 
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6.«,5 . 2 Homes connected _t o _c a b 1 e 

The consumption of cross border TV will to a Isr^ge degree 
depend on the ratio of homes passed by a-nd connected to 
cable, (or having their own dish for DBS reception ) ' and the 
capacity of those cables. This again will depend on national 
cable policies concerning the constjruction of cable nets end 
the services offered in these nets (TV and information ser-- 
vices< (Notice ^hat in' the soMthern parts of Europe cable is 
practically unknown. ) Finally the connection ratio will de- 
pend on-the individuals need for more channels, es-pecially 
transborder TV signals. 

6.5/3. The Qeedf or _more_T V , . ' 

-CflrtSl i n g , i n Europe has mainly been motivated by the need to 
supplement the one or two national channels with TV from 
neighbour countries. In the U.S. most people consume con- 
siderably more TV than is generally common in Europe today 
(A.C. Nielsen 1983). But the American figures also show 
that 10 channels probably are close to the upper limit that 
viewers are able to use on a regular basis (A.C. Nielsen 
1983 and Nielsen 1982) . ^ 
The in'riuence of cross border TV advertising on national 
economic activity depends^ heavily on the number of channels 
the Europeans are willing to pay for. -And to what extent- 
they are willing to pay for TV with a foreign or interna-' 
tional oregin. Also it is an open question what role the 
•different languages will play. And to what extent this prob- 
lem can be solved technically onr an economically sound basis 
through sub t i t le s a nd/o r multi language sound, and as to 
advertising by giving priority to visual language ( c f^. 
table 11) and by screening cultural differences. 

If is self evident that to have an effect viewers must be- 
e>;,posed to the commercials in transborder TV (and there 
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must be a relation between this and buying bebfetvloyr). 
♦ 

Nothing definite can be s^id in general about th;s exposure. 

However, a number of recent results indicate a growing audl- 

^ ence reslstence against commejci al exposure. 

Apparently the commercials do not carry enough value of any 

kind to att-ract the audience. This may always have j^^en so ^ 

but during the last years viewers have been given m^e and 

more alternatives in front of the screen* Ac'cording to all 

forecasts the number of available TV channels will grow 

dras1:icaHy in the near future. And more and more homes will 

be armed with a remote control. And a growing number of 

• *■ 

video recorders and home computers will circle around the TV* 
set. Besides that an increasing number of homes will be able 
to. switch to text-TV and vixJeo text. 

The growing number of alternatives in front of the screen. and 
the lack of interest in commercials will probably Reduce the 
exposure to commercials on national channels. And the alter- 
natives to commercials may be even more a t t r ac t i ve. i f the 
commercials use a foreign language and have a limited infor- 
mation and entertaining value because l:hey cannot use spoken 
^ language^and must adapt to several different cultures. 



To illustrate the obstacles that TV advertising is and will 
be up agarnst - reducing its effects - some examples are, 
given here on recent research on this issueC 

N 

Bunn 1982 summarizes British "presence .research " results and 
reports a new study of his own from 1980 confirming the main 

^results from the review of earlier research, i.e. that BQ?o 
of individuals measured as being viewers to the programmes 
on bot>i sides of a commercial break are actually prese'nt in 

.the "television' viewing area" during the b r eaks , mos t 1 y in- 
dependent of the time and type of programme. 

In Italy recent research sponsored by the American adver- 
tising agency McCann Eric k son and carried out by the 
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•reeearch institute Doxa showed that 35% of the viewers on 
the three pubiic channels report that they do not watch the 
commerciois . For viewers with remote controls the figure 

waa 44%. , ' ' , 

47% of the vi'ewers on the private networks clairp that they 
usually^fO^ot watch the commercials, for Vhoae equipped 
with remote controls the figure is 59?^. (RAl Newsletter 
No\ 6, December 1983.^ 

In Britain; European Market Surveys has made a survey for 
the advertising agency Norman, Craig &.Kummel, showing that 
viewers with remote controls are three times more likely to 
change channels during commercial breaks than those without 
(Advertising Age, October 31, 1983.) 

In American literature on the phenomena of avoiding the 
commercials, their is a growing number of empi/ical research 
on the socalled zapping problem. Below are'''some examples rel 
event to Europe because something like the ^"American situ- 
ation" with regard to TV must develop on the Europ^n scene 
if any substantial influence frofn cross border advertising 
is to take place . " 

In Changing Channels 1^84, Ai^its h Surveys Inc. reports 
thefollowing: 

IF adults tuned to network TV during any part of a commer- 
cial break = 100?^, then , . 

39?o in non-cable homes are not' exposed to a commercijal 
45?o in cable homes are not exposed to a commercial 

Thereasonbeingthat 

29?o in non~cable homes were not^in \he room 
6% in non^able homes switt:hed channels 
4?o in non- cable homes turns the set off 

and 

■ ' " .57 . 
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30S; In cabl9 homes were not in the room 
119o in cable homae switched channels 
4% in cable homea turned tho sot off* 



^0 



Those results are in the -8001© line as an Advortis^g Age 
investigation showing that from 6?o to,19?o of all 60-90 sec-^ 
onds commercials interr^upted by v^^wers with remote 

controls and also showing t;.hat viewers typically switch 
cfiannels like Music Tele:^i8ion and the Weat*tier Channel 
(Advertising Ag^^s Focus, April 1983). 

It has also been demonstrated* that video Tecorders are used 
toi avoid commercials in the US. In a- statdfnent to the Ameri-^ 
can Congress, the Motion Picture Aasociatioti of the USA con- 
cluded that "time^shi fting becomes a threaV\to ' comm/B rcial 
TV by interfering with viewing) of time sensitive advertising 

V 

and p r e c 1 u d i n g ^ a d V e r t i a e r 3 from t o^r g c t'pn g audiences^' 
(BeJ tramini, 1983, ) 

fajan- 198<^» mentions a number of studies on zapping: 
"The Newsweek fyes on Study 1978 revealed that only 61% 
of a pro-g-ram's viewers remained in'^^kne ro6m at the c.ommcr^ 
cial b-r&^k. By 19^0 this declined to 62?o.. 

A 1979, ^.C. Nielsen VCR studx revealed that 50?o of people' 
taping an on-air programme did not eliminate coinmercials. By 
1983 t'hay^ figure had diminished to only 25 ?o- Nielsen further 
disclosed, that by ^1983 fewer that one in ten v-dewers who 
viewed and taped a show actually witnessed t he" comme r c i a 1 s 
a* second time upon the programme's replay. 'ty 
Two other studies from TV Audience Assessment and Ski Cable 
in 1982- and 1983 showed ^hat 15?o and \A% of the viewers re^ 
spectively switched channels during commercial breaks. > 
A recent. stHjdy f roiD I n f o rma t i on , Resou r ces Inc., showed that 
people zapped commercials 6% of the t^me. None of these 
later studies .dealt with the number of people who left the 
room during a co.mmercia 1 break or paid any degree of atten- 
tion. " . ' : ^ 
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In July 1984 at a aymposium on commercial zapping in 
Chicago a General Fo^d representative estimated that there 
would be a 30% eudiehce Itbea due to ^^physical zapping 
(leaving the room), 13% audience loe^ from electronic zapping 
(using the remote cX)ntrol) and audience ioas as a reeult 
of vcr playback of programmes without commercials with a net 
reault of an average prime time commercial audience of 
by 1990 .'^ (Electronic Media, July 26, 1984> p 10). 



6.6, ' Cases Danish viewing of West Ger^man T V 

Some of the iasues raiaed above are illuminated in a study 

carried out by Denmak's Rfeidio on Danish viewing of West 

German TV in the fi;r:^r^"^^ of February, J.984 (cf. chapter 
4 and Svendsen 19ff4a and ly^4b). 




30% of all DaniJbh households were able to watch the three 
West German channels, either through cable-or by air in th^e 
border regions^* * 

The need for more TV is illustrated by^ the fact that in those, 
households Danes used 35% more 'time on TV than those who 
only had acce s*8> to Denmark ' s Radio's single ctiannel. 

Table 4 in chapter .4 shows the West Germjjn programmes seen ^ 
by 10?o or more. Table 4 illustrates an unambigious result 
of the study: the ex t ra ^viewing tiri^^is used on fiction, 
entertainment/show^s , and sport. 84% of the viewing time is 
used On those* programme categories. 

Figure 5 and 6 in chapter 4 indicates that only a small 
number of Danes are exposed to the West German programmes 
around the advertising blocks- 



A little more than 1/3 of the Danish viewers of West German 
TV say they never or almost never exper|ence8 language prob- 
le^ms. 2/3 do have such problems but they are to a certain 
degree willing to forget about them if the programmes are 
attractive. Those who report difficulties in understanding 

r 
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German u^e 2*^8 hours on Ue^t German TV per weejk whereas 
thoae reporting no language difficulties are exposed 9.1 
hour or as much as they ere exposed to Danish TV- 

Probably the relevance of those figures will be limited in 
the future* West German TV presents more entertaining shows 
than Danish TV, but first and foremost it^ is composed by 
three diversified, public service channels with an obliga- 
tion to objectiveneee and presentation of all kinds of view?. 
Most satellite channels will not have any public service ob-- 
ligtiitions and will be more oriented toward mu^ic, films, ^ 
sports and other forms of entertainment'. And several "^will 
probably be single item cfjannels. Also more Danes^ understand 
EngllshthanGerman, ' 

Denmark^s Radio also asked' about the interest in ftiore TV 
channels. The .largest group wants another Danish channel. 
Then follows 455? who are to a certain degree interested in 
more foreign TV- Both groups are quite reluctant to pay more* 
Only 10-t30% are very interested and willing to pay more. 

6.1. Summary and conclusion - 



A negative influence from transborder TV advertising on 
national economic activity through competetive disadvantages 
is possible for companies that produce 1) branded consumer 
goods, 2) in the. limited range of products that ,are heavily 
TV advertised, and 3) sold predominantly. in the country 
under observation in competition with foreign/inte.r national 
brands . 



4^ 



This group of companies produces a very concentrated range 
of products responsible for a relativly small share of con- 
sumer expenses . 

V 

The effect of tran.s border TV advertising deper^ds on the 
internationalization of brands* 



er|c i 60 



The influence of tronsborder TV/ advertising dependa on the^ 
amount of this advertising vjhich is difficult to predict.. 
Many cross border channels are on their way. However, it is 
uncertain whether there will be enough 'advertising on those 
channels to influence competition in individual countries 

- or to kgep all channels all ve . 

«. 

Given the amourtt^f advertising , its effect will be reduced 
by the growth in audience fragmentation which almost auto- 
matically follows the growth in available channels. 

Any supply of transborder TV advertising will continue 'to 
exists only, if advertisers can ^register an effect- One 
condi t ion>^f or an effect is audience exposure. That exposure 
will depend on a number of different factors: 

The legal situation as to reception of foreign TV and 

regulation of TV commercials. 

- Development of cable nets and their capacity* 

- Household , willingness to connect to cable nets and to 
pay the necessary cost. 

- The need of the audiences for more (transnational)^ TV. 
The importance of language problems and the possibilities 
for solving those problems- ... 

A* 

If those determinants work in a positive way for consu/nption 

of transnational TV, the advertising still has to be 

seen,. 

The exposure to comme r c i a 1 s ' wi 1 1 be limited by the elec- 
tronic dilemma of advertising (mo^re channels, pay TV, and 
more electronical devices make it easier for the audience 
to avoid commercials.), by the foreign languages, and by the 
lack of interest for a limited range of low involvement and 
low interest products, 

It is difficult to conclude from the above about what has 
.here been called the competition argument. 
But at least this much can be said: 
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An influence on national competitio'n with negative effects 
for national economic activity from transborder TV adver- 
tising is not likely in the nearest future and will even in 
the long run most ' probably be very restricted. 

In conclusion the competition argu/ent is not an argument 
for introduction of TV a'dvertisihg in those countries where 
it is not found'today. And it is not, an argument for liberal- 
ization of the rules for TV advertising in those countries 
wheref TV advertising is legally restricted' in different ways 
today . 
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7, TV ADVERTISING AND THE CONSUMER 



7.1. Spot length ^ 

It is not possible to demonstrate a relationship between the 
size or pr*int advertising and information content (Sepatrup 
1900). However, it seema reasonable to imagine a minimum 
length for a TV commercial to include informational cues 
and to assume som? relation between the number of seconds a 
commercial runs^nd the information content. 

The frequenc^otVp^ot length on Sky Channel and 2DF is shown 
in table 10. 

Table lO t ^ 

Spot length. Sky Channel February, March, and April 1984. 
ZDF week 15, 198^-. 



Spot length 
Seconds 


Number of sp 
Sky Channel' 


0 t s 

ZDF:\ 

— 4- 


% ot spots 
Sky Channel 


ZDF 


- ^ — — — . ■ — — 

10 




2 


^ 


1 


15 


27 • 


4 7 


5 


15 


20 • 


96 


11.8 


19 


38 


30 


361 


122 


72 


39 


40 




16 




5» 


50 f 


21 


3 


4 


1 


60 




' 2 




1 


Total 


505 

» 


310 







267 ID-second spots for Omega giving the time on Omega logo are not 
included in ttie analysis. Also one commercial which was not intended 
for' consumers is excluded. 

Sources: Sky Channel's transmission JLogs, submitted by Sky Channel 
and content analysis of all ZDF commercials week 15. 



30-se.cond' spots' dominate on Sky Channel as they havfe-done on 
\ American and British TV since the early seventies. Currently 

\ it is discussed in the US. to' give priority to what is called 

■ split-run 15-second commercials instead. And more and more 

professionals point to a, reduction of spot length as an 
answer. to zapping. ^ 

er|c " ■ . ■ ■ ^3 



German ■^ver.lisers seam tq ahead of their English speaking 
counterparts in the move toward shorter commercials. Compared 
Co Sky Channel ZOf haa *thre*e times as many 15-8econd spots 
and twiae aa many 20-aecond 8po±a. The average spot l%ngtti is 
2^ and 28 seconds, respectively r^This may reflect differences 
in advertising strategy, but also the West Germany booking 
system in conjunction with the limited amount of commercial 
t ime • 

Unfortunately the data in this study are too few to tell 
^ whether spot length correlates with information content (q.g. 

at l^past product category must be held constant). Other 
things being equal there should be such a correlat tion . But 
generally there is so little information in TV advertising 
(see table 13 and 14)^that it is difficult to imagine sig- 
nificant variations* Also West German TV advertising is not 
less informative than the Sky Channel commercials on an 
.^average(seetablel3). 

7.2, Language .and understanding 

It is of special interest in the new situation of interna- 
tional satellite tel^ision whether the understanding of 
commercials depends on spoken or written language* The 
languages of the commercials on Sky Channel are found in 
table 11. 

f « 

Table 11: . 





Language of commercials. 


Sky Channel February 


, March, and 




April 1984. 








Language 


Numberof ?q 


of commercials 






commercials 






English 


465 


-92 * 




Norwegian (sung) 


19 


4 




No lanquaqe 


21 


4 


0 


Total 


. . . - - - 505 - - V 


100 ' 



88 or 17?6 of the commercials have a Danish text on the packaging. 40 
or Q% carry a short Norwegian subtitle. " 
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It is not surprising that English dominates since most adver- 
tisers-are America/i or British and English the' most widely 
understood languade in Europe. Also Sky Channel did not want 
to' provoke any Actional authorities t^y directing any mess- 
ages toward speci/fic nations. 

Neither is ij/su /p r is in^ that all commercials on ZDF are in 
German. ZDF is a/ purely national channel and the West Germans 
ore used to sync/hroni-zatlon Of, all foreign- la^uage programmes 



92% of the Sky /Channel commercials use spoken English. How- 
ever, it cannot be taken for granted that understanding of 
English is necfessary in order to understand the basic message 
of the commerdialB, It woyld require , further research to 
solve that prjbblem. But as part of tt^e content analysis each 
commercial wds "asked": "Does the und|erstanding of the commer- 
cial depend in the understanding of the language?", cf.. item 
53 in the c ddi n g s ch eme . 

The answers/ to this question may not be, as reliable as desir- 
able. They/are reported here to give a first tentative in- _ 

/ ^ 

sight in dhis ^important question ,for international adver- 



tising, Sfee table 12. 



/ 



Table 



"Does^he understanding of the commercial depe 
understanding of the written or spoken language 



d /o n the 



Numbe,r of, spots 
Sky Channel ZDF 



% of/spots 
Sky Chan/el ZDF 



Yes 


179 


113 


35 I 


37 


No 


325 


159 


6 5 \ 


51 


Uncertain 


0 


38 . 


0 ; 


12 


Total 


.505 


310 


100 


^ 100 



Table 12 indicates the possibility that a majority of TV 
commercials are able to communicate the basic message in^Je- 
pendent of the spoken language: e.g the existence of the 



brand, the name, basic product features, the assocla^ons of 
images and lifestyles the seller lAiants the consumer to/ex- 
porienc^. The similarity between the two channels supports 
this conclusion, but. probably also reflects the fact that 
advertising is a very international profession and U,S. 
dominated. . ' 

Some specific elements of information are available only 
through the spoken language.^ "No" in table 12 means that 
spoken information is essential for the unders tending .o f the 
mes'feage. One reason for the relatively low dependence on 
language may be the few elements of; specific product infor- 
mation in the commercials. 

Altogether the findings indicate that the language does not 
sefem to be a major obstacle to a pay off for advertisers from 
crossborder TV advertising, * *^ 

W 

7,3, The information content of TV advertising 

The content analysis of commercials on Sky Channel and ZDf 
includes 24 informational cues (item 9-31) elected for 
threereasons:, 

1) to represeht all aspects of the consumer's interest in^' 
advertising, i.e. a convenient way to be informed 'about the. 
market. The relevance of the individual cues depends on the ' 
product and the buying situation. 

2) to produce results comparable wdth sirriilar studies of ' 
TV commercials (see 7.4.1.). 

3) to produce results comparable with th^ results from 
similar studies of print advertising (se^ 7.4.2.). 

^ ~ ' J' ' . 

\. ■ 

The results of the content analysis are shown in table 
13, . , - 

Six of the 2^ information cues were found in the commercials 
shown on Sky Channel during the three months of Febru'ary, 
March, and April,. 1984: ■ ' ' • 
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- 100% of the commercials mentioned the name oTthe advertised 
brand which of course is a must for the advertiser to 
communicate. . » 

- 96^0 of the commercials ahowed" the product or the packaging. 

- 37% gave the (official) name of the company behind the 
brand. 

- 22% of the commercials mert t ione d ^ v ari e t i es of the brand, 
e.g. different tastes or sizes. 

- 2% told about the quantity of the product. 

\. 54'% of the commercials gave measurable and controllable 
* .characterlatics of bhe product like "made with peanut 

butter", "grains of wheat", "flakes of corn", "contains 
/ witamins", "suga^r free", "it never sticks". 



Besides^identifying the brand the commercials carried infor- 
mation in a noticeable' way on three cues: name of supplier 
(37%)^ varieties of the • brand ( 22%) ,/ and other measurable and 
controllable characteristics (54%). The lest two cues only 
are relevant to the normal buing situation. 
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7.3^2^_ZDF 

The result of the content analysis is shown in table 13. 14 
of the 24 information ,,|ues were found in the commercial? shown 
on ZDF in week 15 , 1984: 

■ ■ ^ ~ ■ ■ . 

- 97% of/the commercials mentioned the name of the advertised 
produc't. The remaining 3% were commercials for either re^ 
tailors or for products as such. 

- 97% off the commercials showed the product. 4/5 of the last 
3% w3re for "insurance and banking", the r|j)aining 1/4 for 
"personal care". ^ 

- 58% .^ve the (of f icial) name of the company behind the bfand, 

- 2% told the price of the product. ' ; 

- 29% mentioned varieties of the brand. 

- 16% menti|Oned the quantity of the product. 

- 3% invft^ the consumers to obtain further information. 

- 26% gave; instructions for use. 

- 22% of the commercials gave other measurable and controlable 
characteristics of the product like "enthalt pflan^liche 
rarbestofflv "enthalt B-vitamin", "mit Fluor;;, "ohne Kon^ 

■ servierungsstoffe", "enthalt Milch und Hassenusse . 

- 6% told where to buy the product. 

- V% told about each of the following cues: safety warnings, 
special offers, taste, and nutrition. 

67 
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Iho .informetion content of 



TV odvortlolng* Sky Chonnol (SC) in rebrgory. Mnrch, ond April 1984. 



Quodtlon 

N 310 

~r — — - 



It Doee the commcrciol carry 

0 brand name? $05 

2: Doea the commerclel 

8how/do8Crlbo the product? 4B3 

3 I Does the commerclBl mention 
the name of the company 
behind the brand? 

4i Does the commorcial quote 
the price? 

« 5j Dooo the commerciDl mention 
varletlee of* the product^ 

6: Oooo the commercial quote 

quontity/nizo? 12 

7i Doea the commercial Invite 
tho consumor^j^o obtoln 
further InforfHation? 

8: Does the commercial mention 
|natrucliontj for iige? 

9: Doea the commercial give 
other ciiarocteristica of 
the product? 272* 

10: Dooo the commercial mention 

guarantee terms? 0 

11: Does the commercl^.i mention 

hiro purchase termb? 0 

12: Does the commercial monfion 

rigths of cancellation? 0 

13i Doee the commercial invite 
the consumer to make*- 
compnrisons? 0 

14 1 Does the commercial mention 

keeping quality, durabilityt 0 

15j Does the commercial quote 

an Informtitive label? 0 

16: Does the commercial give ' 

safety warnings? 0 

17 J Does the commercial ask th^ 
consumer to consider whethefl 
he/ahQ can afford the 
commodity? 

18: Does the commercial tell 

where to buy the product? 0 

19! Doea the cQipmercial tell 

about ^pecilil offers? 0 

20: Doea the commercial tell 

about tho taste? 0 

21: Doea the commercial Jell 

about nutrition? 0 

22: Doea the commercial tell 
about independent research? 

23: Doea the commercial tell 
about company-aponsorod 
research? 0 

24: Doea the commercial tell 

about new ideas? 0 
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Number of S of 
commercial B commerciale 
SC ZOf SC 2Df 



302 
299 

189 U9 
0/ 7 
109- ' 91 
50 

0 10 



68 
2 
0 
0 

1 

0 
D 
3 



19 

5 
5 
4 



100 
96 

37 
0 
22 
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0 
0 
0 
0 



97 
97 

58 
2 
^9 
16 



0 60 * 0 26 



22 



0' 0 



0 
6 
1 
1 
1 
0 

0 
0 



N^ifflbpr of % of 
commercial « commercials 
SC ZDf SC 20r 



0 
22 

316 
5U5 
396 
493 



505 
505 
505 
505 

505 
505 
505 
505 
505 
505 



0- 
11 

123 
302 

{n 

260 



0 
4 

63 
100 
78 
9R 



505 300, 100 



233 241 

505 308 

505^ 310 

505 ^ 310 



46 
100 
100 
100 



308 100 



310 100 
310 100 
307 100 



291 
305 
305 
306 
300 



100 



3 
4 

40 
90 
69 
84 

97 



505 225 100 73 



70 
100 
100 
100 

100 
100 
100 

99 



310 100 100 



100 94 
100 99- 



99 



100 99 
100 100 



505 310 100 100 
505 309 100 100 



Uncertain 



Number of % of 

commercials commercialu 



ZDf 



SC 



ZDf 



0 
0 
0 
0 

0 

0 

0 
0 
0 
0 

0 
0 
0 
0 



0 
0 

6 

1 

.7 
0 

0 

5 



0 
0 
0 

0 
0 
0 
0 
0 
0 

0 
0 



0 
0 



0 , 2 

0 0 

. 0 2 

0 . 0 

0 0 

0 0 

0 0 

0 ' 0 

0 0 

0 0 

0 0 

, - 0 0 

0 0 

0 0 

0 0 

0 0 



0 0 
0 0 
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Besides identifying the product, the commercials on ZDF car-- 
ried information in a noticeable way on 5 cues: the name of 
the supplier (58?^), varieties pf the product (29%), quantity 
of.Jthe product {16?o)^ instructions for use (26%) y and other 
measurable and controllable characteristics {22%). The last 
four cues are relevant to the normal buying situation. 

It* is near at hand to assume a r e 1 a t i on sf^h ip between product 
category and information content of the commercials because 
more information cues may be relevant foi!^ some products than 
for others. Unfortunately the number of Sky Channel commer- 
cials is too small for an analysis of this issue. The as- 
sumption is investigated for the ZDF commercials in table 
14 for five product categories covering 71 ?□ of all spots in 
week 15, 1984, c T. table?, dhapter 5. * 

Five information cues in table 14 ar^ pres'ent in a volume 
making comparisons relevant, not including brand name and. 
showing of the product since the^ percentages for those two 
,cues are the same for all j^roduct categories. See table 15- 
Th ere are no unambiguous differences^in table 15 except that 
"sweets'* are lowest on all cues. The presence of an informa- 
tion cue seems to depend at least on both^he kind of infot- 
motion an^ the product. 

[his remembered, the comparison of product categories in 
table 15 is ma^e easier by caljculating an expression for the 
information content of commertf*^||u.8 for each product cat- 
egory. X^5 is the average percentages of spots in which a cue 
appears- As the company name is of limited interest for 
daily purposes has been calculated as the average percen- 
tage, of spots in which a cue appear^ (excluding company 
name)- The numbers in the brackets aftet the averages indi- 
cate the ranking order of the product group as^ to informs- 
tioncontent. 

It is surprising that commer'cials Tor "cleaning and washing" 
and "personal care" carry more information than "Durables 
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The informollon contonl^ o( TV odverllaiDC) for five product c»tegorie«. Number and percent 
of spots with the inf'ormBtion cue. ZDF, week 15, 198^ 
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Table 15t 



Shgre of spots for differ-^nt product categories with five Information cues. ZDF, week 15, 1984 



Information cue 



Company name 
Varieties of brand 
Quality, size , 
Instructions for use 
bther characteristics 



X5 



All 

products 



0" 



58 
■29 
16 
26 
22 



30 (4) 
23 \k) 



6: Durables 8: Sweets, 
For home chocolate, 
and garden gum 



13: rood 



0" 
/O 



83 
21 
17 
28 
28 



35 (2a) 
24 (3) 



/O 



18 
11 
1^ 
0 
21 



13 (5) 
12 (5) 



0' 
/O 



69 
38 
40 
21 
15 



14: Clean- 
ing and 
washing 



37 (1) 
29 (2) 



0/ 
/O 



43 
11 
14 
57 
37 



15 : Personal 
care 



32 (3) 
30 (la) 



0/ 
/O 



55 
39 
6 
37 
39 



35 (26) 
30 (16) 
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Tor home and garden''* Surprdaing bocause one would expect 
durable |5roducl8 to be morp important to consumora than in--^ 
expensive non-durableo with a high buying frequence, and be- 
^^^^cause there should be more to aay about durables t^an non- 
durables, 

Ono possible explanation of the Finding:} is that durables are 
so Important and complicated products that 20 or ?0' seconds 
can only be used for communication of \^hQ existence of the 
product and image building^ Fur^ther "cleaning" and ^'personal 
care"^re also important in some senses and the information 
is 30 simple that it can bo communic^a ted in a TV spot together 
' w i t h i m a g 0 b u i l.d i n g * 

This said it should also be noted that no easy and certain in- 
terpretation oF table 15 is possible. The detailed picture is 
rather con Fusing, the diFFerences between the averages are 
relatively small ("Sweets" being an exception), the number oF 
inFormetion cues are limited, a;id each*cue appears on the av- 
erage in no more than 1/3 oF the commercials. 
ThereFore, another possible interpretation (not completely 
excluding the Hbove) is that the nature oF TVadver t ising as 
such (e.g. giving priorJt)(^to entertaining value and image 
building) is stronger tha^ the border lines between product 
categories wliich are normally used when analysing consumer 
b e ti a V i o u r . 

7.5.5. Sky Channel versus ZDF 



<3S 




The commercials on Sky Channel and ZDF can be compared in table 
13 on a cue to cu basis. ZDF has the largest percentages. For 
all cues except "other characteristics" and more cu^s are re- 
resented though with very small percentages. One possible 
explanation ^'is that comfhercials For "sweets" - lowest on in- ^ 
Formation content in table- 14 - take up 58?^ oF the commercial 
time on Sky Channel. See also table 16 comparing Sky^ Channel 
and ZDf on the Five most communicated inFormation cues From 
table 13 and includ^ing "sweets" From table 14. ^ 
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Table 16 : 

Share of spots with five i n f o rm a t i oYis cues. Sky Channel 
february, March, and April 198A and ZDF, week IS, 198^ 

Information cue All products All products Sweets 

Sky Chanr^l ZDF ZDF 



0' . 9' 9. 



/O 



Company name 37 58 18 

Vorietiesofbrand 22 29 11 

Q u a n t i t y , a i z e . Z 16 14 

InGtruct.ionsforuse 0 26 0 

Other ^^^^^ 

characteristics 54 ' 22 



X5 2> 30 • 13 

X4 20 23 12 



1): The difference between Sky Channel and ZDF on this cue is so large 
that the author (coding the Sky Channel commercials) also went 
through the ZDF commercials to code this cue. The result became 
2B?o corresponding to differences on 29 commercials or a very simple 
reliability coefFicient on 91.) . - ^ " 

Calculation of "x4 and 'x5 (see above) clearly demonstrates the 
difference between the information content on Sky Channel and 
ZDF on&n average. The diFference can be expl alined by the 
very Few brands and product categories ^dvertised on Sky 
Channel and the dominant position oF commercials for "sweets" 
assuming that those commercials carry as little inFormation 
onSkyChannelasonZDF. 

OF course this explanation does not mean that the consumer 

view is indifferent toward the two channels. From the con- 

ft 

sumer point o,F view it is the combination oF products, brands 
and inFormation coritent which is i n t„e r es t i ng , In principle 
thereFore the commercial time on ZDF as a whole is preFer- 
able to the commercial time on Sky Channel From a consumer . • • 
point oF view when comparing the three months and the one week 
in 1984. ■ ' ■ ■ 
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7>A> •Compariaon with other studies 
7 ^ ^ 1 ^ _ T V ^ ad V e r t i s i n g 

Stern and Resnik 1977 reportevthe results of an investigation 
of fourteen "evaluative criteria re flee t i ng , product character- 
istics" by asking "Does this advertisement communicate any 
of* the following cues about the product, service, or irrstitu- 
tion?". The definition of the fourteen cues can be found dn 
Stern, Resnik, and Grubb 1977 (and St^ern, Ki^Ugman, and Resnik 
1981)* The study of Sky Channel and ZDF includes 
seven of Stern and Resnik' 3 information cues as named and do-- 
fined by Stern and Reenik (item 2^-31 in the coding scheme, 
cf, annex 1), The remaining seven of Stern and Resnik's four- 
teen cues are included among the cues taken from Sepstrup 
1981. 

Stern and Resnik analysed a sample from 1977 of 378 different 
commercials from the three major US networks. They do not use 
the "exposure principle" but analyse d i f f e r en t; , comme r c i a 1 s . 
Stern and Resnik defines a commercial as "informative" if it 
communicated one of the fourteen informational cues. 

It is possible to analyse the results from the c on tent ana - 
lysis of Sky Channel and ZDF following the same procedure as 
Stern aud Resnik . 

Stern and Resnik found that 49.2?o of . the commercials in their 
study were "informative^'. Following th^ir procedure 50 ?o of 
the* Sky Channel commercials and 39?6 of the ZDF comme r c i a 1 s 
are *" i n f o rma t i v e " . The similarity of the results is remarkable 
Ihe difference between the ZDF study and the two other studies 
reflects the sensitiveness of the Stern and Resnil< procedure 
to the definition of "informativenessf'and :gives no reason to 
alter the conclusioh iq section 7.3.3. thai the ZDF commer- 
cials as a whole contains moreinformationthan the Sky Chan- 
nel commercials, cf, table- 13 showing that ZDF has the largest 

v.- 

percentages for all. cues except one. 

■ .s^- - - ■ , 
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Dowling 1980 replicates the Stern and Resnik study on o sample 
of 163 different Australian TV commerciala from 1978 showing 
a ratio of 7*^?^ "informative" commercials. Dowling ejcplains 
the difference as a consequence of difforent traditions in ^ 
Australia and the US for c)overnment rogul qt i on .and self rogur- 
lation of advertising content. 

' Reid and Rotfeld report another replication of the Stern 
and Resnik study on a sample of 32^ different Saturday' morning 
commercials, firming 42.3% "informative". Reid and Rotfeld ( 
were especially interested in Stern Resnik , and Grubt?, 1977^3 
finding that commercials during children's hours (Saturday 
Morning Show) were less informative than the average (34.9?i)v 
Reid and Rotfeld find no statistical significant difference 
between the two findings for children's television. 

I 

Aaker and Norffe 19&2 reports a study of perceived informa- 
tiveness of prime time televisi^ commercials in the US 
based on the Bruzzone Research Company's mail questionnaire 
tests of television commercials. Aaker and Noris found that 
when 500 respondents evaluated 524 prifhe time commercials an 
average of 18?o-of the respondents perceived a commercial as 
informative. The corresponding figures, for food products' and 
beverages were 13.6?o and 9.8?^, respectively. 

The Aaker and Noris study is interesting but as it was based 
on sub ject ive ;percept ions of i fi f o rma t i ven ess the results 
car>/iot be compared with results from content analysis. 

Pollay, Zaichowsky, and Fryer, 1980 used a-modified version 
of the. Stern and Resnik measurement of in format iveness . They 
studied a samplp of 615 different US and Canadian TV commer- 
cials from April 1977. On an average 84% of the commercials 
were judged "informative". Pollay 1984 explains'^the differ- 
ence to the other studies reported here with the expansion of 
the criteria list (the number of informations cues) by fivq 
additional dimensions. One of these dimensions - varieties of 
the product - is incjj||^ded in the study of Sky Channel and ; 
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ZDF (howe>^r, omitted in the* cdmpar i son with the Stern and 
Rosnik s-tudy above ), '^I t"^ appears in 22% of the Sky Channel 
and 29% of the ZDF commercials indicating that their ^'infor- 
mativeness rating" also would be higher if applying the Polley 
etal,19 00procedure. 

i 

The research of information in print advertising includes 
parallels to the Aaker and, Norris study as represented e.g. 
by the classic study >^e ported in Bauer and Greyser 196B re- 
porting that 6?o of print advertisements were judged as infer- 
niativebyasampel of consumer. 

The line of research relevant here is the studies using con- 
lent analysis. However, the number of such studies is very 

1 i m i t d . ' 

Using the Stern and Resnik procedure Laczni ak '1979 found that 
I 

92?^ of 'a sample oT 380 different magazine ad ve f t i s erne n t s were 
"informative". Nearly half of ttie sample had information on 
tliree or more of the fourteen cues. \ 

Stern, Krugman, and Resnik, 1981 reports on an analysis of a 
sample of 1500 different advertisements from 100 different 
magazines from february 1978. They- found 86?o " i n f o ^a t i v e " . , 

2 6% had information on three or more cues, 

Pollay 1984,adpoted 12 of the Ste^n and Resnik cues and added 

four more. Using a sample of 2000 different magaz i ne adve r- 

tisements spanning the twentieth century up to this date 

Pollay found that 92 ?o of the advertisements reflected more 
i 

than one informative cue. 1Q% of the sample were judged in- 
formative along three or more dimension. The figures are not 
reportec? for each decade ,and therefore represents the whole- 
period. However, Pollay 1984 states that the advertisements 
after the 1960s are l^ss informative than earlier advertise- 
ments. 
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ir onj compares the study of Sky ChennGl, ZDF and. the studieo 
of informations contont in TV edyertiaing referred to above 
v^vith the atudiea of print advertising also referred to above 
--^'it is evident that when using the rather arbitrary Stern^' 
anfj Resnik measurement of in forma t iveness there is no^cloubt 
that print advertising is considerably more informative- than- 
T\l advertising- For furth&r discussion see section 7,4. 

It is also possible to OQJiipare tho study of inrormation con- 
tent in comniGrciQls on Sky Channel and ZDT with studies of. 
information content of" print advertising reporting the i n - 
formot ion v^ontent as in table 13. However, the number of rel- 
evant studies making this possible is very limited. 
The results in table 13 are based on the exposure principle. 
To use all sources the results of the content analysis ^of 
Sky Channel and 7DF fiave also been calculated on tho basia^ of 
different commercials (cf, chapter 2) and t ) background 
material in SterrlP^ Krugmairi, and Resnik, 198i has beer system- 
atized according to the information cues used ih this study* 
(Unfortunately this is not possible from Laczniak 1979 ahd 
Pollay 1984, ) ^ ' 

The result is found in table 17 which also includes a Danish 
study of print advertising. Comments to table 17 are found in 

section7.5* . ' 

\ 

7 - 3 . Discuss ion <.Bnd concl tfisi.on 

'\ " * 

It is a subjective decision depending on the point of vie?^/ 
which cues to include from table 13 in a fair judgement 
of tho information content af TV a^d ve r t i s i ng . Other cues may 
alscl^be relevant and from a practical point of view it must 
depend on the pi^Ofiuct category ufider consideration. 

Ttie most common measure in the international literature - cf. 
Stern and Resnik 1977, - .includes 12 of the 24 information 
cues i-n table 13- The Stern and Resnik measure of 
evaluating information content has never been discussed nor 
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(0) : There are other reports on information content in advertising than the ones inqluded hero, but they either involve 

few information dimenaiona or concentrate on one or very few products only, see e»g. Nowak and Andrfen 1901, 
Gottschalck, 1901, Marquez 1977, Kassarjian 1977, or have been reproduced later in a larger scale by the Hesnik 
ot al and Pollay studios as is the case with tafczniok 1979- 

(1) 1 The information cues are opelled out in table 13 and annex 1. The definitions are found in annex 2 and the 

vorka from where the data are t6ken- , 

(2) 1 Stern, Krugman and Reanik, 1981, Figures for information cues comparable with the definitions used in the study 

of Sky Channel, Note that Stern et al seem to hqve uaed the criteria in a somewhat otricter oense than in this 
study. The definitions are the some as in Rtisnik and Stern 1977, but the study cannot . be included in this cue by 
cue comparison since t\}e results *from this study have never been published for the separate cues. 

(2a)! Stern el al aeparates ''components or contents" (43?.;), "performance" (1525), and "quality*' (l?o)i which are. all in 
cue 9 in this study. "Ouality" includes "durability" which is here oeparated in cue 14. 



(3) t Pollay 1904. Pollay !e /content analysis uaea the Resnik and Stern 1977 cues, Pollay does not include "taste", 

^'independent reaeay^', "new idea", and "epocial offers", and have added "product 

variations" whicff^x^ comparable to cues .5 ^ in this study. Pollay slightly redefines tho information cues 
compared to [leanik and Stprn 1977 making the criteria for the precense tof information cues somewhat ^leso restrictive^ 

(3o); Sc (28). . ''^ \ ^ . 

(4) j Se table 13. ' ^ 

(5) : Scpstrup 1980, 1901^ The results are based on ssmples according to the exposure principle and repre- 
senting one year of print advertisinq. 



mg one yec 
SC z Sky Chofmei 



ERLC 
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critizieed. Maybe thore is no better way to compress the ovbIu- 
ation of information content in a single measure. However, this 
does not automatically meanV^ is a perfect or even relevant 
measure. 

The Stern and Resnik measure is very arbitrary and of little 

informative value when evaluating advertising's potential 

usefulness to consumers. The definition o f ' " in f o rma t i ve is 

arbitrary and the selection of cues is arbitrary. Alsothe 

very strict definitions applied in Stern and (Resnik 1977 may 

seem unrealistic even from a consumer point c/f view... 

The Stern and Resnik measure "is operational /and easy to cqm- 

municat^. But for most purposes more insight is given mtb the 

informative character o f advert i s i ng when tjhe findings are 

./ ' ' \ 

listed as in table 13 and when as many r e 1 eVant; cues as 

possible - in this study l^i - are included. The description 
in tfeible 13 tells what kind of information is included 
and what is not disseminated by TV advertising. The list of • 
cues in this study is not perfect. However, ^this is easy to v 
change in other studies^. The basic issue is the way informa- 
tion content is reported combined with the cues applied- 
One disadvantage of using the method of this study - shared 
with the Stern and Resnik procedure- - is the lack of a means 
to unob jectionab 1 y define what constitutes a high or low in- 
formation content. Any evaluation of the information content 
from listings as-used here depends on the type of information 
one may have in mind and on the prior- expectations of the 
person evaluating the information content.. Table 13 and 
17 describe facts - as far ss. this is possible through con- 
tent analysis - but it is not 'possible along objective- guide- ^ 
lines to establish whether t+ie commercials on Sky Channel 
and ZDF have 6 high or low content of information. And it is 
difficult to overlook and assess this kind of listing the 
results. Sti^ll, this situation may be preferable to-throwing 
away the d i f f e r e n t i a t e d i n f o rma t i on on the information con-, 
tent in table 13 and 17 for the sake of one - arbitrary - 
measure . ' ' 
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It is a, fact that there ie no objective meoaure to tell whether 
the acfvertiaing deacrlbed in this study is very informative, 
informative or hardly i n f o rma t i v p . This said tfie facts con- 
cerning the- informalion content of commercials on Sky Channel 
and ZDF build up such a unambiguous picture that it is not so 
difficult in practice to reach some conclusion acceptable to 
most observers : 

rrom an overaJl general consumer view point. 1 V advertising 
has limited value since information relevant for normal pur- 
chasing decisions is not Domi|;^ni cat ed to a degree that would, 
seem to have-any practical significance for consumers- 

Though the above conclusion is interesting as such the main 
issue of this study is. not in an absolute way to evaluate 
the information content but to assess whether a transfer of 

^verti'sir^g money from print advertising to TV advertising 
wirk be an advantage or disadvantage for the consume.r trying 
to malOs the best buy from his or her subjective standpoint. 
And to try to evaluate the consequences for consumers of a 
growth in t^i^qnsborder TV advertising. 



In section 7.4.2. it was shown that the literature using' the 
Stern and Resnik measure clearly demonstrates that print ad- 
vertising is more informative than TV advertising. 
Table 17 suppl emen ts this conclusion with a possibility of 
comparing the information content of print adWrt^sing and 
IV advertising qn a cue by cue basis. 

-I 

In the first three columns in table 17 (where the popu^lation 
is defined as different commercials or advertisements) printed 
advertising comes out superior to TV advertising in -all the 
cases where it is possible to cdmpare the percentages of ad- 
vertisementsinwhichacueappears. 

The same JLs true if TV advertising and print advertising are 
compared in the last th|ee columns ih table 16 using the 
exposure principle. Cue 2, 3, 8 (compared to ZDF only), and 9 
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are exceptions' though - However, only cue 8 oncl 9 are re].ovant 
for normal buying decisions.- The relatively superiority of 
T\/^ advert is ing on " i ns t ru(^t i one for use" is very understand- 
able. The kind of information registered under cue 9 is 
exemplified in section 7.S,l. end 7.3.2. 

I 

Considering all available research the overall conclusion- is 
that from a consum er point of view th e informatibn co ntant 
of prin t advertising is c e 1 a j^Y_jjjp_ejrior___^ of TV ad - 

v' e r t i s i n q . . 

'#' ' 

It follows from this conclusion that from a consumer point 
qT view there is very little or no advantage from financing 
the satellite and other transborder lU channels by adver- 
tising.And it is a clear disadvantage from the consumer point 
of view if the financing of transborder TV transfers advor- 
tising m-onoy from print to TV advertising. And - still from 
tf-ie consumer point of view - it is an outright step backwar^ 
if IV advertising is introduced in count,ries where it is not 
found today. Or if TV advertising is expanded in countries 
now limiting TV a-dvertislng in different ways.. 

Therefore "only" ttiree issues^are left to consider^ r an 
evaluation of the attractiveness of more transbdrder TV 
financed by advertising: ttie influence on programming from 
advertising, the counterbalancing of the price paid as con- 
sumers with lUe. potential added value obtained in our role 
as viewers and the concoquences for national public broad- 
cast organizations. That however is outside the sg»ope of 
Lliis study. 




8. SUMMARY AND CONCLUSIONS 

The ma in purpose of the study (cf. chapter 1 ) is to Furnish 
some Tacts to the discussion of the econ^^Jlruc consequences of 
transborder TV advertising in Europe by 1) analysing the com- 
petitive" consequences of transnational advertising 'on nation- 
al economic activity and 2) investigating the consequences 
for i he ci Cizen-^^JjT^thoir roles as consumers of goods and 
".services i.f TV advertising grows or as introduced in a 
country. ' 

Ihe empiri^tal background for 1) and 1) are a ). a description 
of Sky Cha'nnel and the viewing of West German TV commercials 
in Denmark ,• ,b ) a -r eg i s t r a t i on and description of the kind and 
amount of advertising on Sky Channel and ZDF for three months 



and one week i n 1 9 frC-^re spec t i v e 1 y , and c) an analysis of the 
information coff^HB' pf the commercials. ' . *' 



Ttie. method aloqy.. of the study is di s'cu'^sed " i n chapter 2. All 
commercials on Sky Chanp-el and Zq^; in the periods studied 
have been content analy.sed usli^g a procedure replicating the 
mctfiod described in Sepstrup 1981. New dimensions have been 
added^ to the content analysis to make i t. comparably with as 
many 'otfier relevant studies'as possible/ For the same reason 

t 

Ihe-result^s have been calculated according ^to both wbat is 
called the production principl'e and the e?<posure princip^lo. ' 

Sky Channel is briefly introdup^d in chapter 3 describing ^the 
liisLory/ audience, advertising "and- programming, 

i . * ■ ■ ■ ■ ^ . ' 

The ba,sjs structure of lAjegt German" TV end the fundamental 
rules for TV advertising in West Germ,any are' found in chapter 4 
which also analyses the exposure in Denmark, to* lii^s't German TV 
in general and the exposure to prbgVammes carrying comrrtercials 
in detail. During one week' 15 programmes on the three^West 
German channels together^ attracted 10?d or more of the 1/3 of 
Danish viewers ((\/ho had the techfiidal possibility o f ^ 1^ 
watching H'est Gerfnan televisioa. On.^p average around 3^^ of 
the Danish viel\;e^^s are «expo§Gd to the. programi^ieq , around , the 
c o iTtm e r c i a 1 s . * ■ • X . . ' ' ^ * ^ 



The results from chapter 5 on the kind and amount of inxerna - 
"tiorral advert i_8irm exemplified by ZDf and Sky Channel) are 

important for the analysis of the potential competitive in- 
flufyncB of transnational advertising. 

During three months Sky Channel had commerciolo for 18 con- 
aumer brands representing 12 different companies . Two product 
grgups - "sv^eeta" and "food products" took up 16% of the com- 
-/nercial t ime ♦ 

ZDf had commercials for ^2^6 different brands during one lAieek. 
Three product ca tego r les ^minate . 22% of the commercial time 
.are used on "personal care", 11% on "food products" and 13% • 
on *'jcleaning and washing". 

In general the dominant products on both Sky Channel and .ZDF 
-are non-durable, uncomplicated, low involvemen^t products in 
areas with a ri^h' supply of brands, which are f unc t ionrfl 1 y 
very much aUke. Such brands need to di f f« rent i ate themselves. 
TV advertising can do this by building up'brand images. 
When comparing product categories', share of time on Sky 
Channel and ZDF with the same product categories' share of 
the/average household budgets it is remarkable how consumers 
ar/ "oveVinformed" by TV advertising on ce-rtain products. 

ChapVer 6 analyses the socalled competition argument stating 
that transborder TV advertising may cause a competitive dis- 
advantage^^for local or nat ional br ands which cannot on an 
economically sound b as i s'" use s a t e 1 1 i t e or neighbour country 
advertising. A number' of factors on'.which the competitive 
influence-depends are discussed. The sectors of the economy 
for which-^he competition argument is valid are narrowed 
down and speci fi ed " through a discussion of 1) how different 
^sectores are affected, 2) . the kind of .products advertised 
on TV, ahd 3) the ratio^of international brands in trans- 
. national TV advertising as exemplified by Sky Channel, -ZDF 



yand Denmark; 



' Other factors discussed are Uhe -amount of advertising supplie 
and received in the fut ure . Important determinants of the 
future reception of transnational television are- the . legal 



situ^jtion, homes connected to cable, the need for more TV and 
the e/.po8ure to 9ommc rci al s . The concept of the electronic * 
dilemma of advertisi^ is developed to Lrnderstand the last 
variabl o . 

The partial anal yaes 'are . summed up in this way; 
/ jn influence on national competit-ion with nega t i ve e f fee t s 
for national economic activity from transbo rder TV advert is- 
in q is not like;y in the negrest future and will probably 
even in the l ong- run be very res t r i c t e d . . The r e f o r e the compe - 
tition argument is not an argument for introduction of TV ' 
advertising in the countries where TV ad vey- 1 i s i n.g i s 1 e go 1 1 y 
restricted in different ways today . , 

The information content i-n TV advertising is r-eported in de- 
rail in chapter 7 . The ] i terature on content analys-is of in- 
formation in TV advertising and print odve*^ti'sin^i^J reviewed 
and the ro^sult-s ciompored to the results .of -this study,* 
The chapter describes the "absolute" inPormation content of 

, Sky Cfiannel and ZDf commercials. However., it follows from the 
purpose^ of the study that a comparison of TV advertising and 

■ print advertising is dspeci,-ally import^U. since it is a growth 
of TV advertising and'" a p o t.e n t i a 1 * t r an s i t i on from TV to print 
whichisunderstudy. 
• By ap'plying two different measures earlier studies are used to 
compare print and TV advertising. And by applying bwo dif- 
ferent procedures the 5tudy of Sky, Channel and ZDF is compared 
tostudiesofprintadvertising. 

The results of all comparisons ar^ unambiguous: 

Considering all availa-ble research the overall conclusion is 

that there is ;nore information relev ant to consumers in print 

■ " ii, ^ ' ^ ' ^ — — ti 

> advertising than in TV advertising . 

It follows from this conclusion that from a consumer point of 

view there is little or no -adva'atege by financing the satellite 

h ■ . ■ ' 

and other transborder TV channels with advertising. And it is 

a disadvantage from th^ consumer point of view if the financing 

of transborder TV trans-fers mone^' f^om print to T V a d ve r t i s i ng . 

And - still fronf the consumer point of view - i,t is an outright 
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step backward if TV advertising is introduced in countries 
where it is not found today. Or if TV. advertising is expanded 
in countries now limiting TV advertising in different ways. 



/ 
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Annex 1 1 
CQDJNG SCHCMC 



7.1 



Commercial No: 



Exact brand "and/or product „and/or other name: 



1. STU 

NDR 



.go t o 3 



2 . F . e b r u a r y . . V/. ^ * 1, ' 
' March.'.*.,. . . - 2 

A p r,i'l'> 3 







. , 1 






. . .2" 






3 




' 30 . . 


. . ,4 




4o 


. . . 5 




bo ' - , . 


. , .6 




. 6o- 


. , . 7 






, , . fl 



^txact length 



4 . L a n q u a q e ' of commercial 



English 1 

Gc r ma n - . , . . * 2 

Norwegian.. . * ^ . .... . . . . 3 

French. \ . \ 4 

Italian S\ .5 

Finnish . . \ * ... 6 

N 0 sT^'o ken 1 a n g u& g e . . ^ . 7 
Other . ' - - . . 8 

. - — — ] — ^~~7T^. 



!> . -'PrtfducL 



Ca rs .... t ...... • . . ........ 1 

Boats . . . . . rr ..... .'2 r 

WomeFi's'- eiolhing : 3 

Mon'' 8 ... ....... . , . . 4- 

Chil clren' s 5 

Bjurables for home & garden 6 

Books, ma g o z i n e s n e\i/ q p o p.o r-s ....... 7 .• 

Chocoialc, aw^ets', gum . . n. . . . r. . . 8, 

Wine-. V. ... \9 

Liquor i ... ^ '•i 9 

Beer , f... Ml 

Soft D^'inlo-. r. 12 , 
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Food products . . 



. ' • • I* t 



13 



pet food.-.'. : 

Fb.to-. and ./iJ-m.* . . . 

T oys .. ^ .-^ ^ 

C le B n i rj g , vi^ s h in g . 

Gas .oil ; , . . . 

^ Tobapcp f ciQ.are ttes 
Personal aa re , hygieTie . . . ... 

Watches j -^j^vi/eXTy, glasses 
I ns ur a nee , Banki ng ......... ^ 

Public announcements.'.,...'.. 
Travelling. . . . . , .> . . t ^ • • ^ • • 

0 ther : \^ r ' , ^ ^ 



' • * * * 

■ 0 



14 
15 
16 
17 



2.1 

2: 
2: 

2- 
5! 



Coding achemo , ^p.age 2 
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Describe briefiy what goes on in the commercial/ the plot/ the content/: 



t * « 



4 



Sex roles; 



Kamily pa t term 



Humor : 



Values; 



Spe ctacular effc^ cts 
Special chargctetistics : 



Quote the outigpokep arguments for usinfl the product ; 



Quote other essential outspoken arguments ; 
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Codinq scheme, page 3 





No 


1 : yes 


2 : no 


3 : u n Q • 


Does the commercial carry a brand name? 

* 


6 


: 8 






Is the advertiser a retailer or retail chnin'f' 


7 








Is the advertiser a public organization? 


8 








Does tfte commercial sho\i//describo the produqt? 


9 




s 


■ 


Does the conimercial mention the name of the pompa- 
ny behind the brand? " < ^ 










Does the commercial quot^e the price? 


11 




- ■ t ' 




Does the commerci-al mention varieties of the pro- 
duct? 


12 




i. 




Does the commercial quote quefhtity/s^ize? 


13 


• 


^ , ' 




Does the commercial invite the consumer to obtain 
further inforn^ation^ 


14 








' ^ • — 7 ' ' 

Does the commercial inention instructions for use?" 

— I ^ — ^ J 


li 








Does "the commercial give other characteristics of 
. the product? . , . 

# ^ — — 

■e ^ 


16 








Does the commercial mention • quarpntee terms? 


17 








Does the commercial mention hire purchase terms? 
. »♦ 

■ ^ — - — . ■ — ...^^ — . — ^ — , — , . ., — ' — — , 


18 . 








Does the commerci|pF'mention rights of cancellation? 


19 






< 


Does the commercial invite the comsumer to make * 
comparison 


2o 


— 1 — : 






Do^^ the commercial mention keepi^nq qiffiiliityt dura- 

m .-. • ■ ■- -^^ 


21' 

k 




J 










/ 





Coding scheme/ page 4 





No 


1:. yes 


2: no 


3: unc. 


DooB the commercial quote an informative label? 


22 








Does the commercial give safety \i/arninqs? 


23 








Does the commercial ask the comsumer to. consider 
wether he/she can afford the commodity? 


24 








Does the commercial tell where to buy the product? 


25 








\ ... — 
Does the commorcial tell about special offers? 


26, 


1 ' 


V 




Does the commercial tol^ about taste? 


27 






* 


.Does the commercial tell about nutrition? 


28 








> 

Does the commercial tell about independeVit research? 


29 






- 


Does the commercial tellef" about company-sponsored 
research? 


3o 








.Does ttie commercial tell about new ideas? 


31 « 










' Does the commercial use **scienti fic" proofs or ar- 
guments?. , 

✓ 


31a 








Does the commercial use music? 


— V — 

32 






^ 


Does the comercial use sinqinq? 


33 


I 






Does the commercial promise social, attractiveneas' 
from using the product/brand?- ^ \^ * ' 

■ ^— ' — — *• — - 


34 

> 








Does the commercial promise healtliiness from usinq 
tfie brand/product?' ^ 


35 

a 








* V-^Does the commercial promise sexual- attract ivejiess 
from using the product? ^ ' ' 




J 




* 


Does^ the commercial basically tak place in a working 
situation? 


37 






d 


ERsLCoes the commercial t)9sica.Uy take place in a leisure 
,^^"^ituatiQ.n? * , ^ ; • 


38 9< 









Coding ache ne, paga b ^ 





No 


1 : yo8 


2 : no 


3: unc* 


Is the setLiruj/scene !'ab homo"? 


39 








).s the setting/scene "at u/ork"? 


4o 








Ig the settinq/scone urban? 


41 


■ 






Is the settinq/scone rural/countryside/nature? 


42 






• 


Is the setting/scene obviously characLerisLic fon a 
specific nation? 




f 


s 

• 




Is the seltinq/sceno typically international? 




V 

J 








Is there one or more persons seen in Ihe commercial? 


45 








Is a person heard in tlie commercial? 


46 




:go to 
3o 




Is the voice a male voice? 


47 








Is the voice talking to the persons in the tommerciol' 


48 








Is the voice talking to the viewer? 


49 








Are there non-fiuman ^ar toon-^iike ) animated figures 
in tlie commercialT"" 


5o 








*> 

Do the non--human figures talk to others in the commer 
cial? * 

4^ ■ . ■ 


51 








Do the non-human figures talk to the vievi/er? 


52 










Does the understg^nding of the commercial depend on 
the understanding of the language? 


53 










• • • ^ 
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Anne)f 2 i 

Instructions for coding of TV-^commorcials , 
c f . C o d i n g S c h e m e 



Wat^ch thvt wholfe commercial. If IDV measure the time, cf- 
Q 3 > The length of the ST V- commercials* is wr^itton on the 
cassette. So is the month, of. Q 2 . , 

4 

All questions - when not illogical - refer to both the 
visual and the spoken language. 

Q 4: More than one language may be registere'd. Be aware 
of w.ritten language especially on the wrapping and 
t fi e 1 i k e . 

f^age 1 offers no problems of any kind. 

After filling out this page it has proved helpful. to describe 
the commercial verbally, cf, page 2 . 

It is important tg quote bhe argument (s ) f or using the pro- 
duct as exactly as possible in English or Eng'lish translation. 

Q 6: A brand name is a name given to a product different 

from the generic product concept and often in combiria- 
.tion with the name or part of the name of producer- 

Q 7: A retailer seljs directly to the consumer. 

Q B: Public organization covers a generic for all non-profit 
adver t iser s . 

Q 9: Yes if the product ^or the package is shown or the 
prod-uct is verbally described. 
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Q .10: De careful to separate this. from the brand name. Yes, 
only if positive that the name is or must be the name 
of th© company behind ! fie prodtict. 



Qll: Any kind of price pabout', sugges t i ve ) -1 eadc to 
positive registration, ✓ 

Q J2: Vari e t..ie8 are different sizes, colours, qualities, 
quantities and the^iker, 

> 

Q 13: Quantity includes capacity- 

Q I'^i: Any kind of hint to learn more about the product by 
asking a dealer or neighbour to get a pamphlet or 
consult consumer information. 

Q 1."?: Instruction that toll how to use and/o'r keep, and 
maintain the product. 

U 16: f . g . component s , ingredients or (other) qOality compo- 
nents like e.g. 'no sugar', ATso claims like '.keep 
your brea,th fresh' meaning that a reproduction of 
some of the arguments from pag. 2 is- possible. 

Q 17: Guarantee also means warranty. A 'Yes' means that the 
commercial c a r r i e s. i n f o rma t i on about post purcha.^e 
assurances that accompany the^ brand. 



Q 18: 



Q 19:, 'Yes' if the commercial mentions that tShe consumer 

can' regret his or her purchase and get the mony back. 

Q 20: 'Yes' demands a direct i r>v i t a t i on to compare the brand 
, with another or that the. 'commerci a 1 does the ^comparison 

p. 

Q 21 : - ' 
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Q 22: A **Ye8' demands that the commercial quotes some kind 
of informaLivG materiol for wfuch an indcpendont 
authority is at least partly responsible. 

Q 25: A ' Yes * fVol 1 ows from any mentioning of dangers for 

the consumer by using the product or ways the product 

may' be spoiled mentioning of safety features of 

the product . ^ 

Q 24.: - 

Q 21j: - ' ' 

Q 26: 'Yes* demands that *the commercial mentions limited- 
time nonprice deals aA/ a liable wit.h a part, icular 
purchase* \ 

\ 

Q 27: A 'Ygs' means t.Kat evidence is presonLed that the taste 
of a particular bVand is perceived as superior in taste 
by a sample of potential customers. ( Not the opinion 
* oftheadvertiser!). | 

*Q 28:'A 'Yes' demands tliat specific data are given concern- 
ing the^nutritional-Contentof the brand. 

Q 29: A 'Yes' demands ttiat results gathered by an 'indepen- 
dent' research firm is presented. 

Q 30: A 'Yes' moans that data gathered by the advertiser to 
' compare the advertised br^ond with a competitor is 
presented. It is a subgroup of Q 20. The quest'ion 
(Q 30) is included to be able to compare the results 
with another analysis. 

Q 31: A 'Yes' demands that a.totalJLy new concept ^is introduced 
during the commercial. ' ' ■ 

* 

Q 3la:PloasG eliminate this question. The number is wrong 
and the question is the same as 0*29. 
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Q 32: Is music in the broadest ^onoe of Lhe iwond heard? 



Q J3: la singing in the broadest ponse of the word heard? 

Q 3^: Here are not taJking about an outspoken literal argu- 
tj 3^: ment, but about an indirect promise built up by the 
Q 36: pictures and vyhat is said or song. An interpreLa'tion* 
is necessary to answer this question. I want your 
combined i-ntuitive feeling and unders tandi n'g o f the 
commercial and the question. 

Q 34: Social a 1 1 r ac t i v/eness means that people ll'ke you and 
like to be together v\;ith you,, that your are popular, 
etc. 



Q 35: 



Q 36: Sexual attractiveness means that the product mokes the 
consumer attractive/more a t t r ac t i v e /I i ke d by the 
oppositesex. 

Q 37: A-'Yes' means that the setting of the dominating part 
of tlie commercia] is a typical working situation in- 
s i d e or o u t s i d e t f ^ e h o m e . 



Q 38: A 'Yes' moans that the setting of the domin|jting part 
of ' the • commercial is a typical, leisure situation. It 
IS not enough that the person doesn't do anything. 

Q 39: A 'Yes' means thyH: the domin^a.tinq part of the cominer- 
c i a 1 takes place i ri or around a private 1 1 o m o , It 
doesn't matter what the person or persons are^ doing. 

r 

Q 40: ^'At work" means that the dominetJog part of the com- 
mercial takes place away from tfic home (factory, 
fi^^iing boat, conducting the traffic)* 
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Q 41: A 'Yob', means that the dominotirig part of .the com- 
merciol tokea place in urban surroundings. j 

Q-42: A ''Y(38' means that the dominating part of the com- 
mercial takes place„^,in non-urban surroundings. , 

Q 43: A 'Yes' means that the commorcia] carries atereotypos 
which clearly signal a apecific nation or. show charac- 
teristics closely -asaociated" with a certain nation or 
show easily identifiablo landscapes or buildings or 
U80- ):)hra8eo from a certain language. 

Q a neutral general scene is not enough, for a 'Yes'. 

It must be connected with the. specific style known 
as 'international'. 

Q 45: Persons are living, human beings. 

Q 46: A 'Yes' demiinda a voice without 8how,ing the speaking 
' person.' Typically a 'speaker' talking t6 the viewer 
bv an 'advisor' talking to other persons in the com^ 
merci al . ^. % 



Q 47: The answer, must rely* on noimel judgement and experience 

Q 40: See ^6* ' 

i 

Q 4 9:, See Q 4'(^ . ' , . • ' " 

Q 50: Cf . Q 45 . 

Q* 51 See Q 48 . / - v * " . ' 

Q 52 : See Q 49 . • r 



i 



* * ' * ' ■ ^ ' • '1 

Q 53: The answer must rel'y on.- a general quick judgement* 

concerning the und^ers t-andi-ng of the- ba'si c 'a rgumen t^ 
f o r u 6 i n g t e p r o d u c t . j ^ - , > 
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Programne 729 Monday 23.4,84 



MUSIC BOX 1 - 

17.00 (Break 1) Wrigleys Juicy Fruit 30 sees 
MUSIC BOX 2 

18.00 {Break 2) Freia Milk Chocolate 50 sees 
Cmm: ROGER RmjET ■ • • 

18.05 Clpck 
^ FIRST. EASTER RABBIT 
LINK 

WAYNE AND SHUSTIR 
LINK 

^ THE NEW Die VAN DYKE SHOW 
19.20 (Break 3) Sorbits Che-ring Gun 22secs 
Uncl-e Ben' S.Rice 20 sees* 

CHARLIE'S ANGELS 
20.10 l[Break 4) Onega 30 sees 
20.10 Clock 

21.00 (Break 5)^001: Dental Care 30 sees 
.21.00 Clock 

SPORT: A^ERICAN COLLEGE BASKETBALL: IOWA VS INDIANA 
21.55 Clock . ■ ' 

21.55 (Break 6) Coca Cola 30 sees 
MUSI BOX 3 

\2.55 (Break 7) COI: Dental Care 30 sees 
imC BOX 4 . . 

N.B. ALL TINES ARE APPROXIMATE (+/- 5 MINS) AND ARE QUOTED IN UK TIME 



3D sees 

V 



\ 



MISIC BOX 1 

17.00 (Break 1) Coca.Cola 
MUSIC BOX Z 

18.00 (Break 2) Frolic DOg Food 30 sees 
CARTOON: ROGER RAMJET 
18.05 Clock 
WAYNE AND SHU^TER^ 
LINK 

THE NEW DICK VAN DYKE SHOW > ' 

l&r*^ (Break 3) Onega 30 sees 
SKYWAYS 

* 

19-45 (Break 4) Mars Snickers- 30 se«s 
19.45 Clock 
STARSKY AND HITTCH 
20.35 Clock 

THRILLMAKER SPORT: aY WITH THE TTIUNOERBIRDS 
21.00 (Break 5) COI: Dental Care 30 sees 
SPORT: ICE HOCKEY: QUEBEC VS WINNIPEG 
22.05 Clock 

22.05 • (Break 6) Wrigleys PK Gun 30 sees 
MUSIC BOX 3 ' 
23.05 (Break 7) COI: Dental Care 30 sees 
MUSIC BOX 4 ' 

/ 
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Pro granme 731 VJed nesday 25. -4, 94 



MUSIC BOX 1 , ■ 

17^00 (Break 1) CQI: Dental Care 30 sees 
MUSIC BOX 2 

18.00 (Break 2) Wrigleys Juicy Fruit 60 sees 

CARTOON: ROGER RAMJET 

18.05 Clock 

WAYNE AND SHUSTIRv 

LINK 

WE NEW DICK VAN DYK^ SHOW " - 

18.55 (Break 3) Uncle Ben's Rice 20 sees • 
. COI : Ladder Safety 14 sees 

18.55 CLock 

MOVIE: HOUSE ON SKULL MOUNTAIN 
. 20.20 (Break 4) Coca Cola 30 sees 
20.20 Clock 

TTE NATURE OF THINGS: MERCHANTS OF GRAIN 
21.20 (Break 5) COI: Dental Care 30 sees 
THE CHALLENGERS: SUPERFLIGKT 
FAIRY PENGUINS 
22.00 Clock 

22.00 (Break 6) Sorites Chewing Gun 22 sees 
COI: Keep Europe Ticty 13 sees 

MUSIC BOX 3 

23.00 (Break ?) ""Freia Milk Chocolate 50 sec* 
MUSIC BOX 4 
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TRANSMISSION LOG V€EK 17 CONT'D 



Programne yj2 Thursdgy 26.4.84 - 
MUSIC BOX 1 

.17.00 (Break 1) Wrigleys PK Gun 30 sees ' - 

MUSIC BOX 2 . 
. 18.00 (Break 2) COh Dental Care 30 sees ) 

TWO YEARS OF SAIEILITE 

LINK . 

mum: ROGER RAMJET 
'18.10 Clock 
• WAYNE AND SHUSTER 

LINK, 

T>€ NEW DICK VAN DYKE SHOW 

18.55 (Break 3) Frolic Dog Food 30 sees 

SKY WAYS 

19^.45 (^^ 4) Sorbits Chewing Gun 22 sees 
COI: Keep Europe Tic|,y 13 sees 

19.45 Clock 
FAMILY 

20.35 (Break 5) Coca Cola 30 sees- ^ 
20.35 Clock 

SPORT: USa FOOTBALL: PITTSBURGH ^WULERS VS MICHKWTPANTVCRS 

22,05 Clock • ^ 

22,05 (Break 6) COI: Dental Care 30 sees 

MU^IC BOX 3 . ^ 

23.05 (Break 7) Mars Snickers 30 sees 

MUSIC BOX 4 



' P' ^amn& 733 Friday 27.4.84 . ' 

MUSIC BOX 1 

17.00 '(Break 1) Uncle Ben's Rice' 20 sees 
^ MUSIC BOX 2 
18-00 , (Break 2) WrigWs.PK Gun 30 sees 
CARTOON: ROGER RAMJET 
18,<f05 Clock 
^ WAYNE AND SHUSTER 
LINK 

TVE NEW DICK VAN DYKE SHOW 
' 18.'55, (Break 3) Cxa Cola 30 sees 
CHARLIES ANGaS . . * 
19^45 (Break 4) COI: Fire Prev^ion '30 sees 
19,45 Clock 
' VEGAS 

20.35 (Break 5) Qiiega' 30 sees 
DAVJS CUP TENNIS 

21.30 (Breaks) Freia Milk Chocolate 50 sees 
TENNIS COMPETITIDM 2 
21^^ Clock 

T>t OAZZ LIFE OF JOHNNY GRIFFir 
2a, 10 Clock 1 
22.10 Break 7) Wrigl^s Juicy Fruit 30 sees 
MUSIC BOX 3 

23.10 (Break 8) COI: Dental Care ^30 sees 
MUSIC BOX 4 



Prograrmie 734 S&turd^ 28.4. 84 



"I 



, MUSIC BOX 1 * . ' 

17,-00 (Break 1) COI: Dental Care 30 sees 
MteIC BOX 2 

8.00 (Break 2) Sorbits Gun 22 sees 
. 18f00 Clock 

MY favourite; MW^TIAN < 
18.25 (Break 3) COI: Dental Care 30, sees 
LIONA' BOYD: FESTIVAL OF GUITAR • 
19.15 (Break 4) Mars Snickers 330 sees 
19.15 aock 

MOVIE TM . ' • 

LINK ' . 

MOVIE; TOUGHTEST m ALIVE 
20.55 (Break 5) Frolic Dog Food 30 sees 
20.55 (Break 5) Frolic Dog Food 30 sees 
20.55 Clock 

SPORT: AU STAR WRESTtING "/ 
21.55 Clock 

21.55 (Breerfc 6) Wrigl^/juiqy Fruit 30 sees ^ 

MUSIC BOX 3 . / 

22.55 (Breek 7) Coca COla 3Q s«:s 

MUISC BpX 4 



N.B. ALL TIMS ARE APPROXIWTE (+/- 5 MINS) AND ARE QUOTED IN IK TIME 



\ 
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"mANSJ-IISSION LQG^" l€EK 17 CONT.'D^ 



Programre y35 Sundajy 29.4.84 , 
MUSIC BOX "1 

17.00 (Break 1) The Sun 20 sees 
MUSIC BO^ 2 ' 
18.00 (Break 2) Coca Cola 30 sees 
18.00 Clock , ^ 

sm fim 

18.25 (Break 3) The Sun 20 sees 

COI: Keep Europe Tidy T&-secs 
18.25 Clock- , . 
^am fWtSAY 
19.15 (Break A) Uncle Ben's Rice 20 sees 

The Sun 20 sees 
ALL YOU ICED IS LOVE • 
- 20.10 (Break 5) The Sun 20 sees 

COI : Keep Europe Tidy J 2 sees 

20.10 Clock • 
MOVIE: STEVIE 

LINK < * 

ARTISTRY ^'OF ANGEL ROMERO 
. 22.00 Clock 
22.00 (6reak 6) Wrigleys PK Gun 30 sees 
MUSIC BOX 3 ^ 
23.00 (Break 7) SorbiW' Chewing Gim 22 sees 
MUSIC BOX 4 



J 



N.B. ALL'TMS ARE APPROXIMATE (+/- 5 MINS) AMD ARE QUOTED IN UK TI^E 
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SKYCHANNEL ADVERTISING RATES 



Spot Length . 30* 

Weekly Package: (£250 per spot) ' 

15 spots (R.O.W.) £3750 

Quaite)ly Package: (£200 per spof) 

75 spots <R.O.R) £15,000. 



Minimum booking 15 spots. 

Fixed placements to be negotiated. 

Other lengths pro rata to basic 30" rate; 

Satellite Television PLC pays 15% Agency 
Commission. 



SALES CONTACTS 

TIM BRADSHAW— Sales Controller 
UK SALES 

MARK WOOD-^UK Sales Co-ordinator ' 

HELLE BECK-ANDERSEN^ Sales Information Officer 

ROSEMARY STOCK-- Advertising Traffic & Copy Control Manager 

25/32 Marshall Street London W1 V ILL 

Telephone:(Ol) 439-0491. Telex: 266943. 

CENTRAL EUfbpE 

BERNARD PINGREE— Sales Co-ordir>ator 

43 Chemin de la Cocuaz, 1253 VarnJoeuvres, Switzerland 

Telephone: (022) 501 -330. Telex: 27416. . 

. SQUTHd^N EUROPE > 
MICHAEI, ERLEI6H & KENNETH MELVILLE— Sales Agents 
Selective Communications Ltd., 
Via del Corso 52 (Int. 7), Rome 00186, 
Telephone: (6) 678-3583. Telex: 614559. - 

SCANDINAVIA 
FINN ISDAHL— Sales Agent 
PO. Box 72, 5040 Paradis, Norway. 
Telephone: (5) 13^010. Telex: 42777, 

FAR EAST ' , 

HIROSHI IWAI— Sales Agent 
Media House Inc. 

Suite 212, Azabu Heights, 1 -5-10 Roppongi, Minato-ku, Tokyo 106. 
Telephone: (3) 585-9571. Telex: 28208. 



FOREIGN CURRENCY HATES 

Satellite Television will acc«3t orders in US$ at the rate of 
exchange of $1.50 to £1; however, slitellite TV reserves the right to 
vary this rate in the event of ^ significant currency fluctuation. Orders 
making use of rate protection must be In £ sterling. 

SPdNSORSHIP 

Advertisers may, subject to individual negotiations, 
sponsor programmes or events. Please contact your sa|^ executive 
for further information. ^ 

TRANSMISSION TIMES ^ 

^ The precise transmission days and times of spots booked 
within packages are entirety at the discretion of the Company, but^ill 
reasonable efforts will be made to ensure that spots are rptated 
across the available breaks. 

' If they so request, advertisers with spot packages will be 
advised of the scheduled time of transmission of their commercials 
on the Monday preceding the Week of transmtssibn, but without 
a guarantee that such times will be adhered to. Transmission 
certificates issued monthly 

BobKl'NC, COPY AND CANCEUATION DATES 

Bookir)g must be rnade 30 days or more prkx to the start 
of transmissions. ' . ' ' 

^ Acceptabfe advertisement copy is required (if new and not 

ER^C Ef rective from November Ust, 1983 



held by Satellite TV) 21 days prior to transmission. Copy instructions 
for repeats of currentty-heW copy are required in wntir^g 14 days 
^ prior to transmission. Instructfons to after copy already held are also 
required in writing 14 days prior to trarismission. 

For extension on copy (Jates please contact the >V*vertising 
Traffic andCopy Control Manager Unless previously anranged a late 
copy surcharge of 15% will be applied to all spots affected, (See 
Copy Control for mechanical specifications and Section 4 of 'Satellite 
Ijj^levision PLC General Temns and Conditions of Contract' for 
acceptance of advertisements.) ' 

CANCELLATIONS 

Individuai spot bookings may be cancelled at 3 months 
notic^e without surcharge. 

Exclusive spot packaged, weekly or quarterty, are non- 
cancellable, 

J 

COPY CONTROL, COPY REQUIREMENTS AND 
PROCEDURES 

Three co pies of the script of a proposed televisfo n advertise- 
ment should be sent to Satellite Television for appnovaL When an 
approved script has been agreed upon, the agency/adverSser may 
; go ahead and nrwike the commercial. A copy of the approved script 
. and a clearance fonrr will be sent to the agency/adyerti^er. Satellite 
Television Copy Clearance will follow the United Kingdom 
advertising guidelines a? set out by the IBA/ITCA. 

Wf^n the commercial has been made, either a Sony orVHS 
cassette should be sent to Satellite Televi^n forapprovaKtogether 
with three post-prpduction scripts and three consigfriment notes. 

When the commercial has been seen ar/d approved, an 
approved script and film clearance fomn will be serft to the agency/ 
advertiser ^ 

For further information please contact the Advertising 
Traffic and Copy Control Manager 

SHIPI^ING INSTRUCTIONS 

1. Advertisement copy to the Advertising Traffic and Copy 
Control Manager, Satellite Tdeviston PLC, Craven House, 25-32 
Marshall Street, London W1V ILL. Telephone (01) 439 0491. Telex: 
266943. 

2. For nrwiterial being sent from outside the UK by air 
freight please address to: Satellite Television PLC c/o MAC Shipping, 
Stanstead Airport, Essex, UK. 

3. Please route via KLM Airiines to Amsterdam connecting 
Air UK to Stanstea<J Airport. 

4. On the shipping document please state: 
The product name ar>d title. 

Whether the nrwiterial is filrf) or tape. 

The value for Insurance purposes. 

That this is a temporary import and is to be returned. 

5. Advise the Advertising Traffic and Copy Control Manager 
qf airway bill number, date, time, carrier and flight number by telex. 

6. Flirm and tapes will be held for collection for up to six 
nrK)nthsfrom the date of the last transmission, after which tinr>e they 
will be destroyed. 

^ ' . Allcostsfortheretumoffilmsand tappsmustbenr>etby • 
the Agency Of the Advertiser. ' , . 
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Sky Channels Commercials ip February, March, and AprH' 1984 



* 

/ ■ 




Times shown 






Brand / 


opov lengtn 
\4n seconds 


February 


March 


April 


Total 


Wrinlev'fl P K fJnm' ^ " 


^ " -■■ • 
■^n 


39 


. 35 


16 


90 


Mars Snickers 




27 


27 


1 1 - 
11*^ 


65 


Sor-Dits rheu/inrt Rnm 




32 


. 19 


10 


61 


Bon t a si 1 


IS 




' 13 


14 


27 


IfUDulse PerfufTie Snrnv 
.p x»e rerrume :,pray 


" in 


10 


15 






KBllnnn'R Smftr^^Q 


"^n 


12 




12 


24 


Frolic dog Food 






10 ' 


1 T 
13 


23 


Ooiega wrist watch 


^ 30 ^ 




10 • 


1 x 

IJ 


23 


Coca Cola > 








22 


22 


The Sun 








12 


22 


Freia Milk ChncnlAtp 




9 


12 


21 


Freia Raoiti Bar 




16 


3 




19 


MftrvlfinH Pnnl/TFko 

1 ici J. y JL ai ivj 


■<n 

->U 






^ 19 




Wrialev'a Tiiinv Fnkif 






1 

2 . 


15 


17 


Uncle Ben's Rice 


20 






1 


13 


Kellnnn'ft Fmpi" FloL'f=>Q , 


"xn 

j>U 


11 


1 




12 


Kelloggv's Corn Flakes ! 

■ <^ 


30 




10 


1 ' 


1 1 

JL JL 


Kellogg 's Rice Krispieq 


30 


11 




11 


( 

ocana—viueo 


30 




1 




1 


Tnfnl 

— ^- ^ 




147 


166 
\. 


193 


506 ' 


Number of brands ' 




7 


14 


14 




Omega identification 
and clock 


'10 


83 


• 120 











Source; Sky Channel's transtfliseion logs, week ^5-17, 1984, submitted by 
Satellite Television. 
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Claaslficatiori of advertiood brands . on Sky Channel in February, 
1984, cf, item 5 in. the coding scheme. / 



March and. Aprils^ 



Category 



7; Books, magazines, newspapers 

The Sun 
-Sub total 

8: Chocolate, sweets, gum 

Wrigley's P K Gum 
Mars Snickers 
V Soi"-0its Chewing Gum 
Dentasil 

Freia Milk Chocolate 
Freia Rapid Bar 
Wrigley's Juicy Fruit 
Sub total 

12: Soft drinks 

■ Coca Cola 
Sub total 

13; Food products 

Ke Hogg's Smacks t 
Maryland Cookies 
Uncle Beffes Rice 
Kellogg '9 Frost Flakes 
Kellogg' 3 Corn Flakes 
Kellogg's Rice Krispies 
Sub total 

14; Pet food . 

Frolic dog food 
Sub total 



20: Personal care 



Time in 
sees . 



Impulse Perfume 
Sub total 



21; Watches, jewellery, glasses 




Omega wrist watch 
Sub total 



25: Other 



Scand-Video 
Sub total 



All products 



440 



2,700 
1,950 
1,220 
,405 
1,050 
570 
510 



660 



720 
570 
260 
360 
330 
330 



690 



750 



690 



30 



14,235 



Number of 
brands- ^ 



°' of 



brands 



37 



32 



19 v., 



99 



Total 
time . 



440 



8,405 



660 



2,570 



690 



750 



690 



30 



, 14.235 



% of 
time 



Source: Content analysis and transmission logs 



58 



18 



0 



99 
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Annex 7 



Product cotegoried' ehe 
2Df and hiOfr ]90). ZOf . 1 



rc of TV ndvoitlo 



ingi Sky Channel 



1903 ond ITV nnd CluinneJ four 1903 



Sky Channel, A>eek 
1-35, 1903 (2) 



Product CBtftgory H ) 



of 



of 



1 _ 
i ♦ 


Cars ^ 


0 


-.-J. -a- 
0 


/: 


Women 'a clothing ^ 


0 


0 


3: 


M«n'8 clGltving 


0 


0 




Childron'a clothing ^ 


tl 


0 




Durobloo for home A 
garden 


U 


0 


6i 


Books, mngazinea, 
noWbpopo-rs 


> 


3 


7: 


Chocolate, jjwoetd^ gdm 






Bi 


Wine 


U 


f\ 
U 


9: 


Beer 


rx 
11 


0 


10: 


t iquor 


n 

, U 


0 


M: 


Soft drinks 


32 ^ 


b ' 


12: 


f^ood products 


10 


13: 


Pe?t food 

f 


5 




1^: 


Toto ond film 


0 


0 


Ibi 


Toys 


U 


0 


16i 


Cloanir>q, watihinq 


0 


0 


17: 


Gas, oil 


0 


0 


18: 


Tobacco, ci^jnrettes 


0 


0 


195 


Personal care, hygiono 




5 


20t 


Watches, jewelry, glasses 


b 


b 


21i 


Insurance, banking.,- * 


0 


0 


22; 


Pub lie announcemen t s 


0 


0 


23: 
24: 


Travelling 
Other 


0 
b 


V 

0 



Sky Channel , Fe- 
bruary, March, 
April 190A (3) 

K of V of 
brands seconds 



ITV + Channel Percent of seconds IDf , week 13 19flft 
Four, June }903 (5) (6) 
1903 (/j) 



% of > 
income 



ZDf 



teisufe, media^ education 

Transportation, travelling, 
cars 



Retail chains 
Total 



Included bclow Included below 1,9 1^9 



% of % of 
NDR brands seconds 



-Included bolovv 
13 23 



II 
26 



18 
10 



0 



0 



Included below 
7 9 



11 

7 

0 



10 

7 
0 



0,0 



0,5 



Included below 9,6 



3,3 

6,7 
11,0 

10,3 

2,3 • 

13,6 

Included in food 
productij 

0,9 1,/i 

12,0 14,3 

Included in cars 

0 0,1 

23,6 2^»,9 

Included in foto 
and film 



0 
II 

9 
13 



^6 
2,7 
0,0 
2,3 



2,9 
0,2, 
1,3 
2.5 



2,6 



J^6 



1 
2 
0 
0 
0 

3 
0 
0 
0 
2 
5 
22 
1 

2 
3 

12 

1 

0 
22 

1 

li 
0 
0 
3 



100 
19 



loo_ 

14,363 



100^ 
27 



J00_ 
3,060 



93' 



100 



1 
1 

0 

8 

3 

0 
0 
1 

3 ^ 
17 
3 

2 
3 
13 
1 

'22 
1 

6 
0 
0 
3 



100 



Basis 



171 mill £ 



246 



_100^._ 

7,530 



sources used. ^ - ^''^'"3°^^^^ ^" approximate since the c8l|^ories are not defined in the 

(2) : See ^oble 7. ' 

\ 

(3) : Source: A/S Norsk Reklome-Stet istik es quoted in Holml8« & Julonder J^fl^ - ■ 

soti:.r * '''' - quoted in Holn,16v . Juiondar. (The total also add. up to 93. .n the 

''''' ieibung'r" "'^^^'^^ west German tv advertising in 1903. Source: ^'cntralaus.chua. der Werbe.lrtschart: 
(6): See table 7 . 
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ZDF: Commerci'Dls 'in week IS 1984. 



Brand 



P r oduc^ 



Swatch 

r roTi o 

- -- \ 

Rowenta 

Kind e r3chol<ol ade 

^ ' 

V i 1 e d a 
Thera-med 
Mo t chbox 

(Verein Ooutscher 



Inge ni cure 
ford. Sierra 
i o b 1 e r o n e 
t S i e m e n B 
T r -i umph- 

Suddeutche Klasson - 
lo tteri e 

Bl onda-mcd 

Ga r dena 

Biov i t al 

Kiosk 

Ponds 

IaII I'kensron 

Yes 

Shamt u 

Wr igley ' s 

Moulinex 

Holland-C^ouda 

( Deutschlond Blu- 
menland 

After Eight 

Tosca 

Jensen's Stippen 
Togal 

Staal F achingen 
Olympus XA 2 



Wrist watchies 
D o g f o o'd 
Vacuum cleaner 
Chocolate 
Kitchen towels 
Toothpaste 
Toys . ^ 

Engineer! r^g work 



Cars 



Chocolate 
Percoia'^^or 
UndeVwpar 
Lottery, 

Toothpaste 
Garden tool 
Vi tamines 
Cassette tapes 
Soap 

Garden tool 
Chocolate 
Cosmetics 
Chewing gujp 
Kitchen machine 
Cheese 

Flowers 
Chocolate ^ , 
Cosmetics 
Instant soup 
Pain reliever 
Mineral water 
Camera 



ERIC 



Number of 
identical 
spots 



2 
1 
3 
3 
2 
1 
1 
] 

] 
2 

5 
1 

2 . 

2 
1 
1 

■ 2 
2 
2 

"i 

3 

2 
1 

1 
1 

l" 

1 

1 

1 

J 
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Spotlength 
in seconds 



10 ' 
'30 
15 • 
\0 
30 
30 
^0 
50 

10 
~ 20 
-.20 ' 
20 
20 

40 
20 
30 
20 
20- 
15. 
20 
30 
20 
30 
, 15 

.. 20 
30 
15 
20 
30 
20 



Product 
category 



21 

14 - 
. 6 - 

8 
17 
2 0 
16 
2.5) 

1 

^ 8 
• 6 
3 

2 5 

20 

20- 

25 

20 

6 

8 
20 

8 

6 

1? . 

25 ) 

8 
20 
13 
20, 
12' \ 
15 



Anne)< 8 , con t * 



Brant) r 



Mil ram 
P'l oy t ex 
Vivil 

Knappe r 5 
P r a u n 
..McCain 

Vq 1 ks f ur sorqe 
Baujjparkassc" ) 

« 

Combozpl a 

(Confoctione^r * p 
itradn orqani?ation 

^ Gj lette , ' 

A r r i e :l 

Bionorm 

f 

Kukident 



B o n e 1 1 a 
Hockl and 
Texaco 
C o m p o 

RabenhorsL 

Hakle 

AEG 



Dane 
WC-onte 
Chambourcy 
Dufti 

Ronnies Pop Show 

Maqq i 

Nova 

N e-s quick 
Erdal 



Product 



Quark . * 

Underwear 

Sweets 

Scourino/ powder 
Sweets/ 

Kitchen mac I line 
Potato balls ^ 
Banking- 
Cheese 

The use of co ivf o c - 
t i o n e r * s 

Shaving articles 
Detergent 
Diet food 
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Cleaning 
pr Qsthesei 

Margarine 

Cheese' 

Gas stations 

Garden fertilizer 

Juice 

Toi let paper 

Freezer 

Cosmet iCcB 

Toilet cleaning 

Yoghurt 

Dolls 

LP -recordar"^ 

Instant soup. 

Insurance ^ 

Chocolate soft 
drink 

Shoe' polish 



Number of 

identicnl 
spots 



V 
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• 2 

? 
1 
.1 

,2 
2 
1 
2 

J 
1 

i 
1 
A 
1 

2 
1 
1 
1 
1 
2 

■ 2 
2 
2 
2 
2 
2 
1 
1 
2 



SpotJength 
in seconds 



.15 
20 
20 
30 
15 
■ 20 
15 
15 

60 
20 

30 
50 
15 
30 

30 
30 
20. 
20 
20 
20 
• 30 
20 
28 
,"20 
20 
^0 
20 
.20 
20 

20 



Product 
category 



1*3 

3 

8 
17 

8 

6 
13 
22 

13 

25 ) 

20 
=17, 
,13 

20 ' 

13 

13 ' ' 

18 

25 

12 

2t) 

„6 

2& 

13 
16 
25 
13 
22 
13 

17 



Annox 8 , con t ' \ 



Brand - 

* 


Product 

Y 


identical 

b p U U fa 


* 

Spot length 
in seconds 


1 

Product 
category 


Weaa 


Breed 


1 


20 


"13 


T c h i b 0 

Bi'au n • t- 


Drugstore* chain 


1 




20 . 


Hair dryer' 


^ 1 


15 


20 


H a r i b 0 y 


Sweets 


1 


20 


8 


B a m B 


Insoles 


1 


20 


. 20 ■ 


( - 


Wine 1^ 


1 


20 


9 ) 


Schwobisch fialle 


Banking 


f 

1 


- 3 0 


>22 


M i n u t 0 


Instant F ood' 


1 


20 


13 - 


OilofOlaz 


Co3me tics 


1 


30 


20 ' 


P e p s i 


Cola 


2 


20 




Ajax 


Window polish 


- 2 


20 


f 


Col qa t e 


Toothpaste 


1 


> 

30 


20 ' 


Al 1 i anz 


I nsuf ance 


1 


60 


22 


Minolta 


Ccime r as 


1 


30 


15 


5 p e n c] e 1 


Chocol a te 


2 


20 


8 


M a j 0 - 1< i t 


Toys 


1 • 


'° M 


/ 16 


Born 


Diapers 


.1 


30 


20 


Vita BuerlecAtin 


Medicine 


2 


20 


20 


KKB Bank 


Banking 


1 


30 


22 


K a 1 i n k a 


KeFir 


2. 


20 


4 3 


CcfiL Wannen Spray 


Scouring powder 


1 


'20 


17 


Kraft 


Cheese 


2 


40 


13 . . 


Corega Tabs 
• ** > 


Cleaning oF 
prostheses 


1 


20 


. 20 


Jacobs 


CoFfee 


1 


30 


12 


Apollonaris 


Mineral water 


1 • 


20 


■ 12 , 


WC"-rein , 


Toilet cleaning 


'1 


30 




Fan ta 


Orange -drink 


2 




12 


( 


Saving energy 


1 


30 


18 ) 


Kraft 


.1 ns t an t Food 


1 


30 




Echo des Frau 


Magazine 


1 


13 


7 


2'dreal Free Stvle 


Cosmet ics 


4 


30 


20 . 


Tai Ginseng k 


Medicine 

« 


2 


30 

r 


20 


It 




108' , 


t 


v' 

t , ■ ■ t ■ 
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B r a n d 



Luns ' . 

Coca Cola Light 
Mars 



^ Dan one 
' P e r 3 

- Doppelher? 
Pol y -ku r. 
Hipp-bi at 
Hansa plast 
Mar i acrorT' 
LBS-Baunsparkasse 
( - 
f Mi i 1 3 p s 

Magg i 
MoOson 

Weisoer Riese 
Pusch-Das 
Dujardin 
' P a 1 ^ i n 
M i 1 V a 
Z e n t i s 



Pal mol i ve 
M i e 1 e 
Hailo 

Uncle Ben's 
Die 2 
SchtAieppes 
Lenor 
Eduscho 

Gol r -Schon toner 

So F t i 3 

Zott 



Product ' 
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Di apers 
Cola 

Chocolate bar 
Yoghurt 
Detergent 
Vit'ami^es • 
W a"L'r conditioner 
Dietfood 
Sticking plaster^ 
Liquor 
Banking 
Butter 

Ai r clean i ng 
machine 

I notant gravy 

Cosmetics 

Detergent 

Soap 

L i q u oV 

"Grease For cooking 

LP -records 

Jam 

Soap ^ ) 

Kitchen machines 

I'ron 

R i c 0 ^ 

Magay^ine 

So Ft dr i nks 

Rinse da. rgen t 

CoFFee / 

Cosmetics 

Paper handkerchieF 
Yoghurt 



N u m b e I* of 



i de 
spo 
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t i c a 1 

s 



Spotlength 
•ji n seconds 



40 
30 
30 
30 

i\ 

30 
20 
30 
30 
30 
30 

30 
i>0 
20 

30 

30 

$5 

30 

30 

20 

20 

15 

30 

20. 

20 

30 

40 

15 

30 

30 

30 ^ 



\ 

Product 
^ a t e^ar 



20 
1*2 
8 
13 - 
17 
20 , 
20 
13 
20 
10 
22 

13 ) 



6 

13 
20 
17 
20 
$0 
13 
25 
13 
20 
■ 6 
17 
^*13 
7 

. 12 
17 

12 
20 
20 

13 
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a 


* 


\ 

1 




Brand 

• 


Product 


Number- of 
identical 
spo t.s 


Spotlength 
in RppnndR 


Product^ 


Bahlsen ^ ^ 


Cookies * 


- 1 


.20 


13 


V e d e 3 ' 


Toy retail chain 


1 


30 


16 . 


A.I ax 


Scouring powde^^r 


' 1 . 


40 


"17 


Varta 


Batteries 


N 30 ^ 


25 


Sapur 


Carpet detergent 


1 


J u 


1 7 

1 1 


Erasco Frisch 
Gemiisetopf 


Instant F ood 


1 


zo 


• 13^ 


Gardinenneu 


Curtain detergent 


1 


20 




Kaffee H&q 

.... a 


Coffee 


1 


30 


12 


Frau im Spiegel 


Magazine 


1 


15 


7 


Aqfaclirome 


Film 


2 


15 


15 . 


Exquisa i 


Cheese ^ 


1 


15 


13 


Rai FFe issenbanken 


Bank ing 


2 


30 


22 


Me r c i 


Chocolate 


1 


30 


8 


Nippon 


Wa f f 1 e s 


1 


20 


'8 


Jonathan 


Cheese 


1 


15 


13 


PFanni 


Instant f ood 


1 


30 


13 


Ilja RogolFf 


Medicine 


1 


20 


• 2.0 


M i 1 i a 


Choco 1 ate 


1 


30 


8 


Mel i t ta 


Coffee 


1 


20 


12 


Eis-Ma'rie . 


Ice cream 


. 2 


30 


13 


Ziel 


Toothpaste 


1 


30 


20 


Bot terrahm 


Margarine 


1 


^0 


13 


Maqqi Fix 


Instant food 


1 


J U 


I J 


Granni Vitamin 
Genuss 


Fruit juice 


2 


o n 




Barenmarke 


Instant food^ 


1 


15 


13 


Omo 


Dieter gent 


1 


A n 
4P 


1 "7 


Nat reen 


'Artificial sweete- 
ning 


1 


20 


13 • 


Bild-Woche 


Magazine 




20 


' 7 


(GES 

J 
I 


Public announce- 
ment 

» 




50 




/ 

t! 




*4 ^ ^ 
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f 



Brand 


Product ' 

— <- — , ' 


Number of 

lOeni. icai 
spots 


^1 Spot length 
. in seconds 


P r o d u c t 
a t e g 0 r y 


Dor Kaufhor/, 
Miss As tor 


Department stores/ 
(;lre88e8 


1 


30- 


3 


Choko Crossies 


ChocolateF 


1 


20 


8 • 


Sargo *Plua 


^ Scouring powder 


^ 1 


20 


17 ' 


Pattex ' ^ • 


Glue^ 


1 


. 20 


15 


L i V i 0 


Ketchup 


1 


\ 

z 


13 


Chicogo 


Cosmetics - 


I 




20 


Bl ack (5c Decker 


Hobby tools 


J 1 




• 6 


(rernmeldeamt 


Cable-tv 


1 


40 


"2 5 ) 


8x4 


Cosmetic 


1 


20 ' 


20 


Freizeit Revue 


Magazine 


1 


30 


7 ♦ . 


We'lla Balsam 


Shampoft 


1 


30 


20 


Leqo 


Toy 




20 




Cape 


Fruits ^ 


1 


20 


13 


Comme r ?bank 


Banking 


1 


30 


22 


Hanuta 


Wa Ff Xes 


3 


20 


8 


- 


Mov i e 


1 


30 


7 


Post 


Mail box 


1 


30 


6 


Peuqot Talbot 


Ca| 


I 


30. ' 


1 


Fasa 


Detergent 


1 


30 


17 


Le i f he i t 


Clothes horse 


1 


20 


17 


Somar a 


Medicine 


1 


30 


20 


No r dsee 


Instant f ood 


1 


30 


13 ' 


All ianz-A 
Forsana 


Insurance 


1 


30 


22 


Diet food 


1 


30 


20 


Tefal \ 


Kitchen utensils. 




20 


6 


Pur 


Detergent 


1 


30 


17 


Credo ^ 


Cosmetic 


1 


30 


20 


P 0 1 i b 0 y 


Polish 


1 


"20 


17 


Hei tmann 
Eie/ Farben 


Colours 


2 


15 


* '-^ 

. 16 


Tosca 


^Cosmet ic 


1 - 


30 


20 - 


Onko. 

V 


Coffee 


1 


40 . 


12 
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Brand 


Product 


Number of 

ident ical 
spots 


S p 0 1 1 e n g t h 
in seconds 


Product 
c ^t e g 0 r y 












Nati^een 


Diet food 
Window poJish 


1 


20 


13 


Sidolin 


1 


20 


17 


L i ek e n U r k o r n 


Bread 


1 


20 


13* . 


Coriimodore 64 


Home computer ^ 


1 


30 ' 


6 


Abfluss fre^i 


Toilet /cleanirtg ^ 


1 




■ 17 


Poochi e ' 


Dolls 


X 


20 


.16 i 


Honkel Pril 


Detergent ^ 


r 


30 ' 




Melitta 


Coffee filters 


) i ■ 


•20 


25 > 


Hit News ^ 


LPl-recorda 


1 


20 


7 


Ak ti v-Kapseln 


Medicine ^- 


1 


. 20 


2,0 


H a k 1 e F e u c h t 


Toilet paper 


' ... 1 

A.' r 


20 


20 


E[T\sa 


Thermos 


1 


20 


6 


Hohes C 


Fruit juice 


1 


3D 


2 0 


Dralle Sulfrin 


Soap 


.1 


30 


20 


Nacht und Tfrg 


Coffee 


. 1 . 


15 


12 


Bi-Fi 


Salami ^ 


1 


15 


y 13 


Polaroid 


Camera 


1 


30 


15 


Westbury/C & A 


Coats/Department store 


1 


30 
30 


Moltex 


Diapers ' 


1 


20 


K r ij p p s 


Mixer 


1 

1 


n 

J u 


0 


lei f he i t 


r loor cieaniny 
machine 


1 

• 


1 5 


1 7 


Subst ral 


Houseplant ferti-- 
1 i zer 


1 


20 


25 


Tuba 


Carpet cleaning 


1 


20 


17 


His for Her 


Tj^ousers 


1 


- 20 


3 


Koran 


Detergent 


\ 


30 


17 


Crunch & Slim 


Diet food 


■ \( 


20 


' 20 


Pal 


Dog food 


{ 


30 


14 


Tnffifee 


Chocolate 


V 2 


15 


8 


Maqqi 


Soup drink 


1 


15 


13 


Nadler 


Sala d dressing 


1 


30 


13 
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Brand 

■ '- ■ — - ■ ■ — ,1 > 1, ■- — - ■ J • 


Product 

. b — _ 


Number of 

identical 
spots 


^Spotlengt^ 
in seconds 


1 Product ■ 
3 category 


V 


^ Scl^uko-Fendter 
K el 1 0 q * 8 Smocks ^ 


Wji ndows 
Cereal 


■ ^■ 


< 

15 
2-0, 


6 




Donald Duck 


Magazine 


I 


20 ^ 


7 


< 


Junqh'ans ' 


Watches ' 


'1 \ 


.20 


21 




D e-n t a g a r d 


Toothpaste 


' 1 ' 




20 




Rama 

Heisse Tasse 


Ma r ga r'i ne i 
Jnstan t. F ood ^ 


>' 1 


15 


'13 

13 '. 






LPi-recoifd 




30 - 


7 




T i r f any 


Dairy ".product 




15 


13 




Nudel up 


I ns tant food 




- 20 


13 




M ij s L i R i e g e 1 


Cookies 




30 


13 


r 


S p a 1 1 


Medicine 




20 


20 




Lanqnese Roniq 


Honey 




20 


. 13 




4 De Beers. 


Diamond 


1 ' 


20 


21 




Campari 


Liquor 


1 


30V 






Dresdner Bank 
• 


Banking/Kruger 
Rand 




■40 \ 

\ 


42 




P r im i s 


Mues 1 i 




30 


13 




BfG 


B a n k i n^g 




. 40 


22 




OdoL 


Mouth cleaner 




30' 


2 0' 




Baccardi 


L iguo r 




30 


10 




Alevi ta 


t)iet Food 




30 


13 




L y smina 


Cosme tics 




30 


20 




( - 


Telephone boqk 




15 


23 ) 




Lux 


Soap 




30 


20 


\ 


Ceden ta 


Prosthesis glue 


1 V.- 


20 


20 




ATA , ' ^ 


Scouring powder 




30 


17 




Jade 


Cosmetics 




20 


20 . 




M Q 1" n H n p 
1 I d L cl vJ U 1 


T n \/ Q 


■ I- 


3 n 

J u 


X o 


• 


Esso 


Oil 




3d ' 


18, 




Maoam 


Swee t s 




ZU 


8 


> 


Rugenw alder 


Salami 


• — » 
<• 


15 


13 




L 

* 




^ .. 
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Bra'nd 



ImpulB • 

Palmolive 

Irisher PrOhling 

Portae 
fR 0 n d i n 0 ; 

Nordmende 

htcDonol^ds 
• Capri-Sohne 

Meister Proper 
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P ppduc t 



Coemetica 

Det^ergent 

Soap 

Doora • 

Chocol ate 

Video ^equipment. 

Fa(?t f ood chain 

Fruit juice ' 

Scouri ng powder 



Number of 

identical 
spots 



1 
1 

1- 
• 1 
1 
1 
1 

, 1" 
1 
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Spotlength 
i n s-ep p n d 8 



30' 
30 ^ 
30 
20 
30 
15 
30 
*30 
. 40 



Product 
category 



20 

20 

6 
8 

6 
13 
12 
17 
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